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WARE 


@ A group of men discussing the most start- 
ling thing that had occurred this year, 
awarded the verdict to the fellow who said, 
“The man who has made a profit in his 
business.” It’s the answer to the question— 


What is this year’s 
oreatest business 





The Hardware Dealers’ Magazine’ 
PUBLISHED EVERY OTHER THURSDAY 









accomplishment? 


Read what J. G. Getz, Kent, Ohio, a suc- 
cessful merchant for 45 years, has to say. 


“Far be it from me to tell the other fellow how to 





run his business, but I'll say one thing that drives 


ie right down the alley of every hardware merchant. 
PG. CGETZ=— 
upper photo and 
his nephew and 
right-hand man, 
G. S. GETZ, below. 


Pick good lines of merchandise — lines that are 
standard—have a reputation—have a decent margin 
—stick to them and you'll make a profit. 


“Keep yourself posted on prices— concentrate your 
buying and buy right. The standard lines are the 
kind of merchandise that sell and stay sold Ca 
That’s my business philosophy and I’ve made a 


profit this year.” 


Of course, Mr. Getz handles TRUE TEMPER products 


JEMPER PRODUCTS 


THE AMERICAN FORK & HOE COMPANY — KEITH BUILDING, CLEVELAND, OHIO 





























Tuts latest Ilco 
creation fills along felt need 
for a night latch modern 
in appearance which will 
broaden the market for 
night latches by creating 
desire and suggesting new 
uses for them. 


This handsome number is 
available in two finishes — 
first,a rich black crystal; and 
second, a striking combina- 
tion of ivory and brown. It 
is reasonably priced and 
will enjoy wide acceptance 
on the part of your custom- 
ers. An attractive mounted 
display will be furnished 
with all orders on request. 
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NIGHT LATCHES 
GO MODERN 


NEW DESIGN BRINGS 
BOTH NEW AND RE- 
PLACEMENT BUSINESS 


MOUNTED DISPLAY AND 
REASONABLE PRICE MAKE 
QUICK EASY SALES 








$1.00 per year. Single copies, 15c. each. Vol. 130. No. 11. 


Office at New York, under the Act of March 3, 


Specifications 
No. 235 CYLINDER RIM 
NIGHT LATCH 
Modernistic Design 


From outside by 
key, from inside 
by knob. Bolt may 
be held back by 


Operation. . 


stop. 
Oe yo As’ x 4'x 
. Iron. 
Backset ... aap . For doors 
13g" to 214" thick. 
Bolt .... Special brass al- 


loy — steady and 
smooth spring ac- 
tion. 

. One rim type. 

One flat type. 

Solid bronze, 5 

pin tumbler, with 

reinforced ring. 

_ ee Three nickel sil- 
ver milled cylin- 
der keys. 

Key Changes Practically unlim- 
ited. 
Black crystal or 
ivory and brown, 
as specified. Can 
be furnished key- 
ed alike or master 
keyed in _— 
as required. 


Strikes . . 


Cylinder. . . 


Finishes .. . 
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THERE'S MONEY IN SALES 
BUT THERE'S MORE 
IN SALESMANSHIP 


Magazine holds twenty-two short, seventeen long, or 
fifteen long rifle cartridges. 























Generously large, military-type finger-groove fore- 
end of fine walnut. 


Bolt, bolt-handle, and trigger of durable, 


rustless chromium plate. 


Two lugs lock bolt firmly. Safer than 
any rifle with only one lug. Rifle 
cocks when the bolt-handle is 
lifted. Cannot be fired until bolt 
is locked in place again. 


Positive safety. 
Red band on firing 
fd 


pin shows when 


rifle is cocked, 






Of course you can sell a lot of Model 33 
Remingtons for Christmas. This little .22 

bolt action, single shotter, retailing at $6.40 
(including tax), is a give-away at the price. It’s so 
far superior to anything at or near the same price that 
you don’t have to make any effort to sell it. Neither do we. 
We could stop advertising it, tell our salesmen never to men- 
tion it, and still the orders would pour in. 


But the business that comes without effort is seldom the most 
profitable either to you or to us. When the customer has decided 
$|4.60 on the Model 33, at $6.40, it may take some salesmanship to make 
him take the Model 34, at $14.60 (including tax), but it’s sales- 
manship that makes money for both of us. Besides the increased 
profit on the individual sale, think how much more future business 
in Kleanbore .22’s you’re building when you sell a repeater. The 
man or boy with a Model 34 repeater will use twice as much am- 
munition as with the Model 33 single shot. 


Naturally, we don’t want to discourage the sale of the Model 
33. But we want to suggest that you refuse to sell it until you 
have demonstrated the Model 34. You'll be surprised at the 
number who will accept the higher priced rifle. For after all, a 
high grade Remington Repeater at $14.60 is about the greatest 
bargain you'll ever have to offer. 


r ; Ti Your jobber will supply you with Models 33 and 34. You won't 
Remi Ne. OV, be sorry if you get in a generous stock for the Christmas trade. 





Military-type 
stock made of 


fine walnut. 











Model 34 
Retail Price 


including tax. 





se REMINGTON ARMS COMPANY, Inc. 
© 1982 R. A. Co. Bridgeport Connecticut 
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SHIP BRAND MANILA ROPE 










Meeting a varied demand 


PLYMOUTH Rope and Twine Products are made 
to meet the varying demands of steeplejacks, 
marine workers, cowpunchers, industrial users 
and farmers; of everyone, in fact, who buys rope. 


And Plymouth Products have a reputation for 
strength, endurance and dependability; a reputa- 
tion which is the personal concern and responsi-. 
bility of every Plymouth workman. 


The individual pride of Plymouth Rope makers in 
their work combined with the determination of 
this company to offer the buyer the most for his 
MO money assures distributors and dealers of the 
salability of Plymouth Rope and Twine Products. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass., and Welland, Canada 





SALES BRANCHES 
New York Chicago Boston Baltimore New Orleans Fort Worth 





The Rope You Can Irust 
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Linpey- Owens. Forp Quauiry Grass 


is easier to cut 


ae That is one reason it is 


: . 
a profitable line for hard- Libbey:-Owens- Ford Qua 


ity Glass is absolutely flat, 
ware merchants to handle 

uniformly strong and 
remarkably easy to cut. The exclusive Libbey: Owens: 
Ford flat drawing process and the thorough annealing 
which the glass receives in the longest lehrs used in the Win- 
dow Glass industry combine to produce a specialized product 


that is ideally suited for use where glass must be cut to size 


and the dealer must absorb whatever breakage may occur. 


Because L-O-F Quality Glass is easier to cut, there is less 
breakage, and experience proves that it is actually cheaper 
to handle. Furthermore, since Libbey - Owens - Ford national 
advertising has created a staple market for .it, and a_pro- 


fitable replacement business for your glass department. 


LIBBEY: OWENS: FORD 
2g OUALITY GLASS 


LIBBEY - OWENS - FORD GLASS COMPANY, TOLEDO, 
OHIO, Manufacturers of Highest Quality Flat Drawn 
Window Glass, Polished Plate Glass and Safety Glass; also 
distributors of Figured and Wire Glass manufactured by 
the Blue Ridge Glass Corporation of Kingsport, Tennessee. 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 


because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 


—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 
—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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WHEREVER it appears—on a_ colored 
miniature lamp for the Christmas tree—on a 
sunlamp—an automobile lamp or flashlight 
bulb—a lamp for the kitchen or living room 
—the G. E. monogram is the mark of protec- 
tion for lamp buyers. 

The initials G. E., in a circle, signify that 
they will get the full amount of light for the 
current consumed and that they will be pro- 
tected against bulbs that blacken too quickly, 
against premature burnouts, and against de- 
fects in construction. 

Every lamp user in your neighborhood is 
being told about the vital importance of Edison 
MAZDA lamp quality in securing lighting 


The SAFETY MARK 


economy. It is the theme of the Edison 
MAZDA lamp advertising appearing in the 
country’s leading magazines and broadcast 
over a nation-wide radio hook-up. 

Cash in on this advertising. Display Edison 
MAzDA lamps in your windows and inside your 
store. Talk lamps and push lamps by every 
means at your command. 

And now is the time to decorate your store 
for Christmas with Edison Mazpa colored 
miniature lamps. Sell these color lamps to mer- 
chants in your neighborhood also. You will 
boost.Christmas shopping and boost your own 
sales and profits. General Electric Co., Nela 
Park, Cleveland. 


EDISON MAZDA LAMPS 


GENERAL (36) KLEC IT EIG 
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where details mean 





GRIFFIN HINGES 


fares 


N lovely homes 





are found--because they com- 
bine sturdy, practical quality 


with precise uniformity and 


superior finish. 


( SRIFFIN 


ufacturing Company 


Size of Butt — 3 34 x 334 In. 


so much 





} 
‘é 
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ALL-PURPOSE... | 
WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 
QUALIT Y—PRICE—PROFIT 


Recommend Them 


Write for Color Card 40 BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE : 
COMPANY ‘ 
N. J. 








Jersey City, 


Est. 1827 





ERIE, PENNSYLVANIA 





NEW YORK: 45 
CHICAGO: 162 N. 





Branch Offices:- 


WarRREN ST, BOSTON: 113 PurCHASE Sr; 
CLINTON Sr. 





SAN FRANCISCO: 703 Marker St. 


PRISER CA 
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FOR ENGINE OR MOTOR DRIVE 
Dust, Dirt and 
Weather Proof 


During the winter season when farm stock is restricted 
to barns and feed lots the water supply is all important. 
There is no side-stepping the fact that if stock is to be 
kept healthy and contented through this period plenty 
of fresh water is just as essential as well balanced food 
rations. 

Myers gives you a complete line of Self-Oiling Power 
Pumps and Water Systems for every farm need, but 
where the farm owner is not ready for an installation 
of this kind Myers Self-Lubricating—engine or motor 
power—Pump Jacks step in and fill the gap. 


Built to the same high standards of Myers Self-Oiling 
Power Pumps and Water Systems, Myers Self-Lubricat- 
ing Jacks are economical to operate and dependable as 
the day is long. 

Positive self-lubrication, fully housed and protected 
machine cut gears and pinions, heavy steel side arms, 
adjustable head—well balanced quality construction 
throughout for long time service—they hold excep- 
tional opportunities at a time like this for profit- 
able business. 








FIG.2029 FIG.2030 






MYERS 
SELF- 
LUBRICATING 
PUMPJACK 
FOR ENGINE 
DRIVE 











































FIG. 2032 FIG.2033 
Display samples on your sales room floor— 
they will talk for themselves. Complete 


information on request. 





MYERS 
SELF- 
LUBRICATING 
PUMP JACK 
FOR MOTOR 






















FIG.2557 FIG. 2619 


MYERS 
SELF- 
OILING 
PUMPJACK 
WITH 






















PUMPS-WATER SYSTEMS - HAY TOOLS-DOOR HANGERS { 


THE F.E.JMYERS & BRO.¢o. 
ASHLAND, OHIO. 
PUMPS * WATER SYSTEMS + HAY TOOLS + DOOR HANGERS 
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Your Customers 
Will Buy 





Ball Bearing Chesser 


When you show them how these 
casters protect carpets, rugs and 
floor surfaces. The heaviest 
furniture is easily moved with- 
out the slightest damage to floor 
or floor covering. 


Roll ’em 


Keep an “ACME” caster 
handy. Roll it across 
the counter. Let the 
customer roll it. A 
demonstration results 
in many sales during 
the day and that means 
more money in the till. 
““ACMES”’ sell as easily 
as they roll and the 
profit is generous. 


: 
| 
i 
4 
g. 


> 
3 


yy. fitter: 
Af oes 


Fal 


\ 
‘N 


Send for sample 
and prices 


THE SCHATZ MANUFACTURING CO. 
NEW YORK 








~ Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 











RIM NIGHT 
3517 


LATCH No. 


A SMALL 
LATCH 
BUILT FOR 
SECURITY 
AND 
SERVICE 





When your customer wants a dependable 
Rim Night Latch of comparatively small 
size show him Eagle No. 3517. 


1. Finely finished wrought steel case, black 
japanned. 


2. SOLID BRASS BOLT and attractive 
SOLID BRASS KNOB. 


3. FULL SIZE FIVE PIN TUMBLER 
BRASS CYLINDER, with three 


milled German silver keys. 


The case is smaller than many (34%"x2”) 
—the quality superior. 


The Eagle Quality Line 


EAGLE Bx = 


26 Warren Street: 
Branch Offices: 
521 Commerce St. 177-179 N.FronklinSt. 114 Bedford St 
Philadetphia, Pa. Chicago, Ill. Boston, Mass 


Works at Terryville, Conn, 
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NET-WICK 


Poultry Fence Hangs 
Straight and Never Sags 


This new combination of mesh and gauge wire makes a 
poultry fence that saves money for farmers and poultry 
owners right at the start. It is easily erected without 
use of top or bottom rails or boards. 


Once erected it hangs straight and tight—never buckles, 
bags or sags—more saving. Both horizontal and per- 
pendicular wires are the same full gauge with just enough 
wave in the former to allow for contraction and expan- 
sion. 


Plan To Carry NET-WICK 
Next Season 


It is the most satisfactory poultry fence you can handle. 
The wire is very serviceable—made from best Open 
Hearth Steel—we control every operation from raw ma- 
terials to finished product. The twist holds securely— 
cannot be opened even with pliers. 


Widths 12” to 72”. 2” mesh. No. 19 or 20 wire and 
1” mesh No. 20. Furnished galvanized before or after 
weaving. Bales of 150 lineal ft. 


Also Hex. Poultry Netting, standard grades. Galvanized 
Hardware Cloth, 2-21/2-3-4-5-6 and 8 mesh. Wire Nails 
and Brads in Packages and kindred Wire Products of the 
same good quality. Your Jobber will supply you. 
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Henees the “22° your cusToMERS ASKED For (== 


Revolver shooters in all parts of the 
country have long wanted a .22 revolver 
like 


THE NEW .22 H&R SINGLE ACTION 
SPORTSMAN 


The immediate and remarkable response to advertising 
and the orders already received prove that beyond a doubt. 


The exceptionally smooth, easy working SINGLE ACTION, 

the medium weight, safety cylinder for high speed cartridges, the 

choice of stocks, the adjustable sights, extraordinary accuracy and 
most reasonable price all make this new SINGLE ACTION SPORTS- 
MAN the fastest selling and most profitable .22 revolver you can carry. 


Send for printed matter and order a sample from your jobber; simply show 
the SINGLE ACTION SPORTSMAN to your trade—it sells itself. 


HARRINGTON & RICHARDSON ARMS CO. Worcester, Mass. 








SASH CHAIN 


‘ack Chain Wood Screws U.S.S. Nuts 
lurmbers’ Chain Drive Screws S.A.E. Castellated Nuts 
Register Chain Coach Screws S.A.E. Plain Nuts 
Safety Chain Machine Screws Tire Bolts 
Furnace Chain Set Screws Sink Bolts 
Ladder Chain Cap Screws Machine Screw Nuts 
Sash Chai Thumb Screws Stove and Tire Bolt Nuts 
Special Auto. Screw Escutcheon Pins 
Machine Products Speedometers 
Stove Bolts achometers 


THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: 


New York Chicago 
Philadelphia 
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No. 996 
Kitchenkook Range 


mn A-Vew Note 
FOR 1933 


Kitchenkook, the stove that makes its own gas, 
offers the following sales building features for 1933: 
New beauty —new harmony of design. 

Adjustable Roll-Out Broiler on ranges. Insulated ovens. 


Sta-Klean generators, preved a sensational success, on all 
models. 


Everdur fuel tanks—will not rust —unaffected by acids or 
or sulphur in gasoline. 


A complete line—15 beautiful models—a very attractive 
price schedule. Write for full information. 


American Gas Machine Company, Inc. 
Factory: ALBERT LEA, MINN. 


Branches: 360 Furman St., Brooklyn, N. ¥.; 4242 Hollis St., Oakland, Cal. 


AM E Rt§cA N 


KITCHENKOOK 














No. 195 Mirror-Finish Stainless Steel Paring Knife Display 


~ 12—10c knives. Two shapes 
: e of blades,  mirror-finish, 
DE BPECIAL | imprinted “Stainless,” full 
Every Blade eo < ee ee” { tang Cocobolo handles, 
‘ ’ s ( three brass pins. 

in Full 
“ ae 12—19c knives. Two shapes 
Mirror-Finish of blades, mirror-finish, 
: - swaged and etched. As- 
Quality Knives sorted green, canary, onyx 
and ivory Catalin handles. 

at New 
" 12—25c knives. Two shapes 
Prices of blades, mirror-finish, 
swaged and etched. Shaped 
one-piece Cocobolo handles, 
ww two brass rivets, sanitary 


THE ONTARIO KNIFE CO. Franklinville, New York 





Never-Stain 

















Establishes Entirely New Values for the Retail Merchant 


~ 


Consists of 





run-metal bolsters. 





Order Thru Your Jobber 
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Sherman Wrought 
Brass Hose Coup- 
ling (Patented) 








Lawn Hose Fittings 
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SHERMAN Lawn Hose Fittings are made by ex- 
perts who know requirements. For 30 years 
these popular Wrought Brass Fittings have been 
the acknowledged ‘‘Best Sellers.’ The 
SHERMAN line gives complete satisfaction, 
holds customers, and is profitable to handle. 





Sold by Jobbers ; 
H. B. SHERMAN MF6. CO. ; 
Battle Creek Michigan 





Sherman Diamond Hose 
Noazzle (Patented 


a PRS FRE 










Sherman 


Clinching Type Clinchine "Type 
D; 
Coupling Menfer 


Sherman Wrought Brass 
Hose Clamp (Patented) 








HARDWARE AGE 








Ee A pss 


ag 














Skates for All Classes 


Professionals, amateurs, hockey players, fig- 
ure skaters, racers, those who spend much 
time on the ice and those who skate only 
occasionally—all will find selection easy from 
the big, new Union Hardware line of Ice 
Skates. 


The attractiveness of Union Hardware Skates, 
their high quality, long established reputation 
and reasonable prices make them easy to sell. 
Thousands of U. H. Skates are purchased 
each season as gifts for Christmas and New 
Year’s. Now is the time to make a display 
that will bring customers to your store. 


If not already stocked— 
your Jobber. will supply you. 





Model of Nos. 1624, 1624%, 1724% 
Screw Clamp Patterns 


Medel of Nos. 
80. 280 
Tube Hockey 








No, 1149 
“Unitube” Men’s 
Hockey Skate 





Tube and runner in one-piece. ‘Silfrost” 
finish. A bright frost-like finish most 
desirable for window and counter display. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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NEW BUSINESS 
for LUSTRAGLASS DEALERS 


in the Poultry Fred 


Every farmer and poultry raiser in your commu- 
nity is now a prospect for Lustraglass. This won- 
derful ultra-violet-ray window glass will now be 
extensively used for glazing poultry houses, 
dairy and other farm buildings. Advertisements 
in Country Gentleman, Successful Farming and 
Poultry Tribune reaching over 3,000,000 farm 
families are telling the profit-making story of 
Lustraglass for farm use. After months of experi- 
menting, we have definite proof of the benefits 
of Lustraglass in animal husbandry. 


Experiments prove that sunlight through 


USTRAGLASS 


the u/fra violer ray window Js 
prevents rickets in chicks 





The photographs above show two groups of chicks at the age 
of six weeks. Both groyps were raised under similar condi- 
tions except that group “A” was raised under ordinary win- 
dow glass and group "B” under Lustraglass. The advantage 


of Lustraglass is obvious...Group “A” are 
stunted, sick and weakly, and four of the origi- 
nal seven died befare the end of six weeks. 
Group “B,” raised under Lustraglass, are all 
alive and normal, healthy and entirely free 
from rickets. Lustraglass costs no more than 
ordinary window glass. Get in on this big new 
market by offering your customers Lustraglass 
for poultry and other farm use. Send for Book- 
let P332 giving a summary of scientific ex- 
periments showing the value of Lustraglass. 






Qi 
USTRAGLASS 
ence 


AMERICAN 
Winvow GLASS boa’ 








Look for 
this label on 
every light of 
genuine 
Lustraglass 


AMERICAN 


WINDOW GLASS COMPANY 
PITTSBURGH, PA. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and Bullet- 
Proof Glass, Tintaglass, Photographic Dry Plate Glass, /.«” and 72” 
Crystal Sheet Glass, Ground Glass, Chipped Glass and Bulb Edge Glass. 
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at a price 
they are 
willing 











ALLITH 
66 40-90 ” 





T a glance your prospects 

will recognize in Allith “40- 
90” garage door hardware ex- 
ceptional value for the little it 
costs. Quality, ease of opera- 
tion, long life and attractive 
appearance all combine to put 
Allith “40-90” in the forefront 
this year. 


Trouble-free, bangless, weather- 
proof. Suits every installation. 
One or two-car garage with or 
without center pier. Converts 
three-part sliding folding doors 
into one-piece unit. Only 8” 
head room required. No special 
frame necessary for opening. 
Opens or closes from inside or 
outside. Even a standard door 
section can be used. Everything 
is included, even cylinder lock 
and weather-strip. Allith “40- 
90” is easily, quickly installed— 
and yet sells at a price your cus- 
tomers will be willing to pay. 


Let us send full particulars—let 
us prove to you that Allith “40- 
90” is a seller, and a_ profit- 
maker for you. 


Allith-Prouty Company 


Danville 


Illinois 
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Peller 
than Glass : 






DOrLEx. 


is made in three roll. 
lengths; 50, 100 and 
200 feet...all 36” wide. 















































Here is the brand new 


glass substitute... the better glass substitute 


. a new and attractive merchandising 


opportunity that you can’t afford to pass by. 


DOPLEX is the only glass substitute material that 
is made from continuous sheets of cellulose 
acetate. It’s a double-thick material, with open- 
mesh reinforcing cloth cemented between the 
transparent, waterproof sheets. 


DOPLEX is remarkably transparent to the health- 
ful ultra-violet rays. It’s tough, waterproof on 
both sides, light, easy to handle, and it sells at a 
middle of the road price. Costs only slightly 
more than the cheapest material. Much less than 
materials of comparable quality ... a price that 
poultrymen, growers and farmers can afford. 
And it assures an attractive profit for jobbers 
and dealers. 


DOonPEEX 


~ The Dobeckmun Co., 3301 Monroe Ave., Cleveland, O. 





Mail this Coupon for Full inform- 
ation about DOPLEX . 


Name pipes 





C) Jobber 
~{) Dealer 


Address Beit ca. & “ 


Firm Name 





The Dobeckmun Company, 3301 Monroe Ave., Cleveland, Ohio 
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Steel Fence Posts 
American Steel Gates 
Poultry Fence 
Netting 
Nails, Staples 
Barbed Wire 


National Expanding 
Anchor End & Corner 
osts 


) 
b) 


eae 


\_} 


De ae 

a 
Bee] 

! 

aE 

J 

\ 

ga 
aan 
Ch oe a Cel 
sy 
aay: 
BST OR 


LL) 
Et Lt 


SY 8 de? Gey 3s 
y ee 3 PAE Bad wi 


) 


d 

ve 

a 
See ae 


f 


Lt 
LD a a 


) 
£4 
‘PY aS a a 


LN) 


® 
2 


Wd 
FW 


AL) 

FALL 
oh 
ag) }) 


Nt 2 
ae 


A)? 
f, 
FLIRE LL 


% 


we rer: — ak 
a 
ant Yt | 
WAT 
VL) 


LLL. 


t 


Bip} 

oy 

Th) 
WA) 

Wi 

WO 

Wy 


dU) 


atc oe FE 


MJ 
' 
iY. 


44 
\ 
4 


“I INCREASED PROFITS by 
REDUCING MY INVESTMENT “’ 


AMERICAN STEEL & WIRE COMPANY 
It's simple as A-B-C. When you buy your wire products from 


several different sources you have so many different brands to 
\W Q C “sell” your customer on. 
How much better it is to buy from a ake source—not only less 
bother—but MORE PROFIT. 


You can often make real savings 


on quantity orders and delivery. By selecting the American Steel 
& Wire Company as your source of supply you get this advantage 
—plus the line that's first in sales—first in demand—and first in 
profit, throughout the country. 


Now—is the time to investigate. Write us today. 





AMERICAN STEEL & WIRE spgpcaastenini 


208 South La Salle Street, Chicago SUBSIDIARY OF UNITED Ug STATES STEEL CORPORATION in nate go Blds., New York 
94 Grove Street, Worcester wD ALL PRIN CIPAL CITIES irst nor. nk Bldg., Baltimore 


Pacific Coast Distributors: Columbia Steel Company, Russ Bulldicns San Franci: Export Distributors: United States Steel Products »ducts Company, New York 


NOVEMBER 24, 1932 17 


| ys. | WW Se 








~VY AL = 


JIMMY-RESISTING 


DEADLOCKS 


Another selling suggestion based on 
real home security 





Mx people still have to be edu- 


cated to the necessity of adequate 
lock protection for their homes. 


Countless families still trust in ordinary locks 
for their entrance doors—locks that offer 
little resistance to the experienced house- 
breaker. Only costly experience awakens 
some people to the need for real security. 


There is an opportunity—now—for you to 
profit by a little well-directed effort. 


As we offer this selling suggestion, we re- 
mind you that these are times that demand 
positive sales effort—creating a demand, in- 
stead of merely filling it when—and if—it 
comes. 


The plan is simple. Just ask your customers 
how their front and rear doors are protected. 
If inadequately, then recommend one of these 
strong, dependable, jimmy-resisting Yale 
Deadlocks. 


The best way to demonstrate the strength and 
security of any one of these locks is to show 
the lock. You will find there is worth-while 
business to be had by 
recommending Yale Se- 


curity. Try it! 














THESE LOCKS are packed 
each in a*box, complete 
with screws. Mounted 
samples furnished with 
orders (on request). No 
charge for mounting. 





























THE YALE & TOWNE MFG. CO. 


STAMFORD « « « « CONN., U.S. A. 
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No. 197 Yale Deadlock 


Every day people see this type of 
lock on store doors. Many women re- 
fer to it as the “store lock.”” Remind 
customers of this when showing it. 


$3.00 retail 


No. 192 Yale Deadlock 

{No. 2192 in malleable iron} 
Interlocking rotary bolt of case-hard- 
ened steel turns at right angles on 
entering strike and two heavy steel 
projections hold with a vise-like grip. 
192-$4.00 retail 2192--$3.00 retail 





No. 10 Yale Deadlock 

(No. 10% with 2 cylinders} 
Known as the “steel bar deadlock.” 
Bolt, when thrown, passes into the 
strike 1% inches, so that door and 
jamb cannot be jimmied apart. 


$3.00 retail 


No. 44 Yale Deadlatch 

(No. 44% with 2 cylinders} 
When door is closed, the latch bolt is 
automatically thrown forward almost 
double the usual distance, and dead- 
locks. It is proof against end pressure. 


$2.50 retail 
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HRISTMAS is the one season 
C of the year when people are 

really looking for something 
to buy. The custom of giving pres- 
ents goes on regardless of time. In 
the average hardware store there are 
many items carried regularly in stock 
that make attractive gifts when pre- 
sented to your customers in the 
proper way. 

All it takes is a little planning 
ahead. Your sales will depend large- 
ly on the efforts put behind your 
plans, and the results are well worth 
a lot of thought and hard work. 

There are five major things to do: 

1. Decorate the interior of your 
store in Christmas colors and 


have it completed for the 
morning of November 26th. 


. Have all Christmas merchan- 
dise on display with attrac- 
tive price cards. 


. Have windows trimmed with 
Christmas colors and gift 
merchandise. 


. Plan your advertising, the 
dates you expect to go in the 
newspaper and the space you 
expect to use each time. 

. Get your salespeople in a 
Christmas frame of mind. 
Have them talking Christmas 
to everyone. 


This Will Be a 





Hardware 
Christmas 


Charles I. Crawford, Barrett 


Hardware Co., Joliet, IIl., tells 
how to get the most from it. 


A Barrett display of pewter gift items ranging in price up to $5.00. 


Most Christmas buying is done dur- 
ing the two weeks just before Christ- 
mas but the sales you make will de- 
pend on the work you do the last 
week of November. 

This year, more than ever before, 
your customers will buy late. They 
are going to do a lot of shopping be- 
fore they do buy, so be very patient 
with early lookers. Give them a lot 


of attention, they have money to 
spend and will come back to your 
store if you do your part. 

Use plenty of price cards; if price 
cards ever work they work overtime 
at Christmas. 

During the progress of Christmas 
selling you must watch your stock 
carefully and promote the sales of 
slow selling items; particularly the 
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These illustrations of the Barrett Hardware Co. (Joliet, Ill.), indicate how this 
firm provides a setting for Christmas trade. 


short season lines like sleds, skates, 
tree lighting outfits and_ electric 
trains. Snow or no snow, 90 per cent 
of your sleds must be sold before 
Christmas. If you are not careful 
you will find some of the more popu- 
lar sizes sold out and a quantity of 
the slow selling sizes left on hand. 
Much better to do something about 
this before the selling season is over. 
One way to handle this problem is 
to make a record of all short season 
lines with the quantity of each item on 
hand at the beginning of the season. 
Next, take inventory of these on De- 
cember 15th and at least four more 
times between then and the 24th. 
This will give you an accurate pic- 
ture of what is being accomplished 
as the season progresses and from 
this information you can easily de- 
cide on something to do about pro- 
moting the sale of items you are in- 
terested in moving. It is much easier 
to force the sale of slow movers dur- 
ing the peak of the selling season. 
Many times we find our salespeople 
selling one particular size just by 


NOVEMBER. 24, 1932 





force of habit when it would be just 
as easy to sell a different one. 

You will also find that information 
derived from stock records taken at 
frequent intervals will be a great aid 
in making your plans for the follow- 
ing year. Even when a year old it is 
valuable. You will find times when 
you think some line is not selling as 
it should and you are tempted to 
lower the price to force the sale. If 
you have the experience of your past 
season recorded day by day you can 
easily make a comparison, and in 
most cases you will find the merchan- 
dise in question to be moving as well 
as could be expected. This gives you 
the confidence to hold your price in- 
stead of lowering it and giving your 
profit away. 

During the month of December be 
on the alert for Christmas items 
called for by your customers, that 
you do not have in stock and use this 
information in making your pur- 
chases next year. Time changes the 
popularity of gifts as it does in other 
lines and you cannot be an up-to-date 








store if you do not have some of the 
more popular items. You cannot al- 
ways guess right but it is better to do 
something in the way of selecting 
your merchandise to suit your com- 
munity wants than to buy for your 
own preferences. 

In many cities, letters addressed to 
Santa Claus are turned over to a local 
newspaper. Last season a survey was 
made of a number of these letters and 
could be used as a fine guide in de- 
termining what children would like. 
Parents, at least try to buy what they 
want. 

The boys asked for: 

13 Sleds 

13 Books 

13 Tool Chests 

11 Ball Bats 

10 Footballs 
9 Popguns 
9 Automobiles 
9 Steam Shovels 


8 Drums 


38 Electric Trains 
37 Dump Trucks 
20 Wagons 

20 Bicycles 

16 Tractors 

15 Games 

14 Air Rifles 

13 Airplanes 


The girls asked for: 
46 Dolls 
16 Doll Cabs 


15 Table and Chairs 


13 Blackboards 


+ (Continued on page 56) 
























High Cost of Government a 





Heavy Brake on Business 


| N this article, Mr Findley cites 
effects of extravagantly high 
cost of government in limiting 
the employing power of indus- 
try. State and local authorities, 
in imposing heavy taxes upon rail- 
roads, have increased unduly the 
cost of living to the small taxpayer 
and in fact to every member of 
the community. Federal Govern- 
ment use of taxes to finance its 
own increasing competition with 
businesses from which its citizens 
themselves get a livelihood is an 
increasing cause of concern, as 
the inquiry of the Shannon com- 
mittee is showing. 

Another article will consider what 
is being done and what more must 
be done to reduce Federal Govern- 
ment cost and to avert bankruptcy 
in the finances of many American 

cities. 


have shown how far and how rap- 

idly increase in the cost of gov- 
ernment in the United States—na- 
tional, State and local—has been out- 
growing its old relation to national 
wealth and national income. It has 
taken the chastening of these past 
three years to reveal to American 
business how much of its present 
plight is due to extravagance in pub- 
lie expenditure. 


I the two preceding articles we 


One readjustment has followed an- 
other in the downward course of the 
average business. Overhead and di- 
rect expense have been cut and then 
cut again. All the time the cost of 
being governed has continued to loom 
up as a breeder of unemployment and 
an enemy to business health. 


We are to consider now the effects 
of high cost of government upon busi- 
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By A. I. FINDLEY 


Editor Emeritus, The Iron Age 


ness—effects so serious that of them- 
selves, all apart from world depression 
and the speculative crash of 1929, they 
well might have brought us by now 
face to face with an economic crisis. 


We have learned some things in the 
past two years as to the effect of 
high taxes on industry and hence on 
employment and the purchasing power 
of industrial workers, President Grace 
has brought home to Bethlehem em- 
ployees in a telling way their stake 
in the campaign against government 
extravagance. If what the Bethlehem 
Steel Corporation pays in taxes, he 
says in the last issue of the Bethlehem 
Review, could instead be distributed in 
wages, it would mean a 20 per cent 
increase in the present employment of 
the corporation’s 50,000 workers. In 
some of the communities in which 
Bethlehem operates steel plants, as 
Mr. Schwab told the American Iron 





and Steel Institute at its last meet- 
ing, local taxes alone are as high as 
10 per cent of the cost of every ton 
of steel. 

In the United States Steel Corpora- 
tion’s report for 19381 we find that 
after deducting all expenses of op- 
eration, including $60,000,000 for or- 
dinary repairs and maintenance, also 
charges of $47,317,894 for depletion, 
depreciation and obsolescence and $5,- 
469,623 interest on bonds, the deficit 
for the year was $6,303,518. Taxes 
were $33,242,707, or $4.56 for every 
ton-of the 7,196,017 tons of rolled and 
finished steel the corporation pro- 
duced last year. In pre-war years a 
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tax charge of more than a dollar to 
the ton of finished steel would have 
been deemed an unreasonable burden. 
And those taxes of 1931, be it noted, 
were more than half the amount spent 
for upkeep of properties valued at 
$1,684,000,000 and more than two- 
thirds of the total charges for de- 
pletion, depreciation and obsolescence. 


Handicaps on Lake Superior Iron Ore 


What the steel industry has borne 
in the levies of Minnesota and Michi- 
gan on the iron ores found in those 
States is a chapter by itself in tax 
exaction. Various Minnesota coun- 
ties, their coffers running over with 
millions of iron ore tax money, lav- 
ished it upon cestly school buildings 
and on salaries that for a time turned 
the State into a teachers’ paradise. 
Clarence B. Randall, vice-president, 
Inland Steel'Co., has made a study 
which shows how the tax policy of 
these Lake Superior States has great- 
ly handicapped the ore_ industry. 
Shipments of Lake ores were scarce- 
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ly more in 1929 than in 1917, yet steel 
production was 20 per cent greater. 
Consumers have imported more ore, 
drawn more from Eastern mines, used 
more scrap and flue dust—seeking by 
all means to avoid the use of high 
cost Lake ores. When business again 
looks up this quest for lower cost ma- 
terials of the blast furnace will be re- 
newed with vigor, all at the expense 
of the iron mining interests of the 
Lake Superior region. 


Taxing Industry Out of Existence 


Constantly the daily press furnishes 
examples of the. taxing of industry 
out of profitable existence. One of the 
most recent is the decision of the 
Chevrolet Motor Co. to abandon its 
Janesville, Wis., branch assembly 
plant because the Wisconsin income 
tax law as now administered makes 
it a losing operation. For this year 
‘it would take the profits on 45,000 fin- 
ished cars to pay this tax, whereas 
production would fall well below that 
number. 


At Garwood, N. J., the Aeolian Co. 
has had a running encounter with the 
local authorities over levies which im- 
posed upon that company 15 to 18 per 
cent of the municipal budget. In 1931 
an appeal to the State Board of Tax- 
ation brought an $89,000 reduction. 
But in 1932 the town materially in- 
creased the levy and the company 
thereupon removed from Garwood an 
important department. Later a 
merger brought the removal of an- 
other department, leaving at Garwood 
only a fraction of the working force 
of 1929. Here the effort to lighten 
the individual’s taxes by increasing 


those of industry left the community 
a new and heavier burden of unem- 
ployment. 


One-Third of Railroad Earnings for 
Taxes 


Probably no greater delusion has 
been fostered in all the course of tax 
legislation and administration than 
that which has made large State and 
local tax levies upon railroad prop- 
erty in the belief that the burdens thus 
imposed were in the same process 
lifted from the backs of small tax- 
payers. 

R. H. Aishton, executive committee 
chairman of the Association of Rail- 
way Executives, put much in small 
compass in the statement he made at 
the conference on Federal Government 
eosts in New York City on July 11. 
Class 1 railroads, he showed, paid 
$10,169,000 in Federal taxes in 1931 
and $292,415,000 in State and local 
taxes, a total of $302,584,000. In that 
year taxes absorbed 7.24 per cent of 
the gross earnings of the roads and 
81.64 per cent, or nearly one-third, of 
the net earnings. These amounts 
mean that railroad taxes are more 
than 13 times what they were in 1890. 
In no year since 1920 have the Class 1 
railroads as a whole earned the 5% 
per cent stipulated in the Transporta- 
tion Act as a fair return. 


Transportation Enters into All Cost 
of -Living 


All that State, county and munici- 
pal tax authorities have done in soak- 
ing the railroads, in the belief that by 
so doing they had left the small in- 
come man untouched by the mounting 
cost of government, has been work- 
ing by day and by night to increase 
that same man’s cost of living. Both 
the farmer and the city consumer of 
farm products have been led to blame 
the railroads for the great gap be- 
tween the city store price and what 
the farmer gets. Both should find 
reason to revise their thinking in the 
light of recent history. Both have 
seen the solvency of the railroads so 
seriously threatened as to call for 
Federal Government loans. Both have 
been shown that as transportation 
costs are a factor in the living costs 
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of every family, every family ulti- 
mately shares the high costs of State, 
county, and local government that so 
unanimously and in so large a propor- 
tion have been loaded upon railroad 
properties. 


Motor Industry Overburdened 


The railroads, with a tax bill which 
in 1931 nearly equaled all their divi- 
dends—the margin of the latter being 
a slender sixteenth—are the outstand- 
ing example of an industry whose ex- 
cessive tax burdens are just so much 
added to the cost of all commodities. 
Automobiles and gasoline are notable 
among industrial products which have 
been picked upon to bear a large tax 
burden in view of their general use 
and to some degree their comfort and 
luxury standing. The 1 cent Federal 
gasoline tax levied by the present 
Congress was on top of State taxes 
ranging from 2 to 7 cents and averag- 
ing 4 cents a gallon. With an aver- 
age gasoline consumption of 600 gal- 
lons in 1931, the 26,000,000 motorists 
used close to 16,000,000,000 gallons, on 
which the total tax was $525,000,000. 
Under the 1 cent Federal tax the an- 
nual gasoline tax per motor vehicle 
is now estimated at $30 a year, and 10 
other forms of taxation cost the aver- 
age motorist around $13, making a 
total of $43. All taxes paid on the 
26,500,000 registered motor vehicles 
in 1931 were about $1,046,000,000, or 
20 per cent on a valuation which the 
American Motorists’ Association puts 
at $5,235,000,000. 

Originally the gasoline tax was 
levied to finance good roads, on the 
entirely reasonable ground that the 
chief users of the country’s highways 
should pay for their improvement. 
But the State governments have quite 
lost sight of the original purpose of 
this tax and today it is going to 
schools and school books, State build- 
ings and other projects, oyster farms, 
fish hatcheries, charities, pensions, un- 
employment relief and so on. These 
diversions are added proof of the 
mounting of State taxes to propor- 
tions that have multiplied delin- 
quencies on real estate tax levies, the 
authorities meanwhile rifling the gas- 
oline cash drawer to postpone the day 
of reckoning. 


Government’s Hurtful Competition 
with Its Taxpayers 


Of great concern to business, in the 
thrust it is now making at govern- 
ment extravagance, is the large out- 
lay of public money to carry on op- 
erations in which the Federal Gov- 
ernment directly competes with its 


own citizens. Since Congress ad- 
journed in July a committee of five, 
headed by Representative Joseph B. 
Shannon, has been investigating the 
transportation and manufacturing op- 
erations the Government has carried 
on and what it has cost to maintain 
them. It is no news that the Govern- 
ment, as carrier, manufacturer and 
merchant operates on a large scale 


24 


and that while the public is taxed to 
support these great businesses the 
Government never has to consider 
taxes, interest, cost of supervision 
and other overhead, in fixing its 
charges for transportation, merchan- 
dise and services. 


Manufacturers with whose products 
a Government operation competes are 
cut by a two-edged blade—on the one 
side a tax to support the competitor, 
on the other side a market price which 
they cannot meet and make a profit. 

Briefs presented to the Shannon 
committee at Kansas City and other 
hearings told of Government compe- 
tition in tents, dairy farming, harness 
and saddlery, laundry work, steel cast- 
ings, dry cleaning, commercial blue 
printing, paints and varnishes, furni- 
ture, uniforms, flags, printing, card 
indexes and work shirts. A Chicago 
manufacturer told of losing $100,000 
of business a year to Government 
plants manufacturing tents and sell- 
ing them through army stores. 


In a 12,000-word report, one of its 
best pieces of fact finding and inter- 
pretation, the Chamber of Commerce 
of the United States has told in re- 
cent weeks how the Federal Govern- 
ment has been spreading out in scores 
of services and enterprises from 
which its citizens themselves obtain a 
livelihood. 


Millions in Barges and Parcels Post 


A Government barge line of which 
the steel trade knows because of the 
steel it takes down the Warrior River 
at much lower than railroad rates, 
from mills in the Birmingham dis- 
trict, operates on the Mississippi and 
tributaries except the Ohio. With a 
total investment of $24,000,000, the 
Government’s Inland Waterways Cor- 
poration had revenues of $6,220,000 
in 1931. On the waterways these 
barges traverse the Government has 
spent $70,000,000 and is obligated to 
spend for constructipn work alone 
about $150,000,000 more. Yet in fix- 
ing rates the Government barge lines 
do not figure interest on these enor- 
mous sums nor a single dollar of taxes 
such as bulk so large in the overhead 
of private competitors in transporta- 
tion by water and by rail. 


An epitome of the parcels post as an 
eater of taxes is furnished in one 
comparison. In 1930 it handled 837,- 
000,000 pieces of parcel post mail— 
61 per cent of the weight of all mail 
—though it produced but 22 per cent 
of postal revenues. Deducting only 
operating expense, the Post Office De- 
partment had a parcels post deficit of 
$15,000,000. Express companies han- 
dled in the same year 162,000,000 
pieces and had revenue of $132,000,- 
000. Deducting every overhead ex- 
pense including taxes, the express 
companies had net income of $105,000. 


By far the most serious indictment 
of the squander system of govern- 
ment outlay rests on the baneful way 


in which it affects business by being 
a universal and constantly increasing 
overhead. In these three years of 
overhauling in all business, drastic 
reduction of overhead has been the 
order. Necessity, sterner than any 
faced before, has forced the cutting 
down or cutting out of item upon 
item. But no such thing has hap- 
pened as yet to taxes. 


So long as we had plentiful employ- 
ment, high wages and free spending, 
little thought was given to the effect 
of government extravagance on the 
buying power of taxpayers, and much 
less to its effect on that of non-tax- 
payers. But now we are seeing more 
clearly that every citizen contributes 
to the cost of government. Whether 
he is on the tax duplicate matters not. 
In rent, in clothing, in food, in every- 
thing he buys, whether he believes it 
or not, there is an increment, seen or 
hidden, which represents what gov- 
ernment extravagance takes from 
him, as well as from the community, 
every day of his life. Just now the 
man who has but two or three days’ 
work in the week would get some 
measure of the price he pays for gov- 
ernment waste could he compute what 
high taxes have done in reducing his 
working time by cutting down the 
buying power of the taxpaying users 
of his employer’s product, 


$2.44 Per Family Per Day 


It is gratifying to see how many 
capable managers of industry have 
taken up the cudgels against destruc- 
tive taxes. Jerome R. George, vice- 
president, Morgan Construction Co., 
Worcester, Mass., is one of these. In 
a letter to United Effort, the monthly 
publication of the United Engineer- 
ing & Foundry Co., he gives figures 
from a study he has made of the av- 
erage per capita cost at Worcester in 
1931, of Federal, State, county and 
city government. Federal expendi- 
ture at $34.40, State at $17.60, county 
at $4.30 dnd city at $101 for each 
man, woman and child (carefully com- 
puted from official figures of popula- 
tion and of government outlay) gave 
a per capita total of $157.30, equal to 
$660.56 for the average family of 4.2 
persons, or $2.44 per family for each 
of 270 work days left after allowing 
for Saturday half holidays, vacations 
and lost time. 


Mr. George’s comments, all thought- 
ful and arresting, have this striking 
conclusion: 

“Just how much of the time the 
supposedly individualistic people of 
this country are now satisfied to work 
for the state is an open question. Un- 
less everyone can be made to under- 
stand that every citizen pays his share 
of taxes, I believe we will keep on 
drifting toward socialism. I believe 
that public taxes penetrate so deeply 
into our lives that even an inmate of 
the poorhouse has less when taxes 
are high.” 
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Whitmore’s Sales Increase 
in Newly Equipped Store 


HE photo you see at the 
foot of this page was taken in 
a very modern hardware store 
in a town of 1640 population, Lees- 
burg, Va. Its proprietor, J. S. Whit- 
more, is not unmindful of the fact 
that such a store in a small city like 
Leesburg is rather startling, but he 
is awake to the fact that business 
methods are changing overnight these 
days, even though such changes may 
be subtle. He made up his mind to 
pattern his merchandising after the 
larger, successful merchants and to 
be the first in Leesburg to do so, 
rather than to be compelled to fall 
in line after some enterprising mer- 
chant has taken the lead—and the 
business. 

Mr. Whitmore states that despite 
the fact that the depression was not 
relieved in his territory, his sales 
have increased over those of a like 
period last year. This he attributes 
to the fact that he has installed mod- 
ern, up-to-date fixtures, prominently 
displayed, strictly seasonal merchan- 


dise and has kept his displays clean 
and orderly and changed them every 
week. The two stores occupied by 
Mr. Whitmore face on two streets 
(L shape). In one he conducts a 
high-grade food store. Serving the 
housewife, he makes a strong appeal 
to her to visit the hardware store ad- 
joining. 

Two years before renovating his 
store Mr. Whitmore made a study of 
display and eye appeal in large city 
stores, not only in hardware stores, 
but in high-grade grocery, furniture, 
jewelry and clothing stores. His 
study was made from the standpoint 
of the customer rather than from his 
own preferences. He is enthusiastic 
about the open display table method 
of merchandising. The tables enter- 
tain, interest and SELL waiting cus- 
tomers. They eliminate the element 
of impatience and replace it with 
that of entertainment. Whitmore 
places the open display tables in the 
category of high-grade but inexpen- 
sive salesmen. 


J. 8S. WHITMORE 


He has faith in Leesburg and be- 
lieves it has as much right to a mod- 
ern hardware store as has any other 
city or town. In this Mr. Whitmore 
is building upon a firm foundation, 
his enthusiasm for the community he 
serves carries him over many a hard 
place in the road to success. 

J. S. Whitmore believes in sticking 
to his nearest jobber from whom he 
can draw wide assortments in small 
quantities, that he may keep his in- 
ventory revolving and serve his con- 
sumer trade better. Even in the re- 
cent depression he has avoided sell- 
ing cheap merchandise and seconds 
and has never specialized in _bar- 
gains, but has bent his efforts to 
pushing nationally known merchan- 
dise. A ready acceptance, a good 
profit margin and a higher unit of 
sale makes this merchandise more at- 
tractive to Whitmore. He does his 
share to convince customers that 
greater satisfaction and full value for 
their money is theirs when they buy 
the higher grade. 


The experience of Mr. Whitmore confirms once more the 
principles advocated in the Harpware AcE Platform. 
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Proposed Change in Bankruptcy Law 


Provides Equitable Protection 


by L. W. MOFFETT 


(Washington Representative of 
HARDWARB AGE) 


EVISION of existing bank- 
Rv laws is probable. The 

intensive campaign of the Joint 
Committee for the Revision of the 
Bankruptcy Law gives promise of be- 
ing successful. Merchants are espe- 
cially active in supporting the move. 
The National Association of Credit 
Men, the National Retail Credit As- 
sociation, and numerous other organ- 
izations are included in the list of 
more than a score of trade associa- 
tions which have allied themselves 
with the Joint Committee in its cam- 
paign. 

Entirely nonpartisan in its aims 
and scope the inspiration for a 
change in bankruptcy laws came from 
President Hoover, who on July 29, 
1930, told Congress: “I have author- 
ized the Attorney General to under- 
take an exhaustive investigation into 
the whole question of bankruptcy. 
* * * Tt will be a most exhaustive 
and vigorous investigation. The work 
will be under the direction of the So- 
licitor General and he will be assisted 
by the Department of Commerce.” 

The investigation was made and 
the results submitted to Congress by 
the President on Feb. 29, 1932, to- 
gether with a proposed draft of the 
revised law. A joint Committee of 
the Senate and House Committees on 
the Judiciary was appointed, headed 
by Senator Hastings, and conducted 
extensive hearings. More hearings 
will probably be held at the session 
beginning in December. Overwhelm- 
ing support is being given by the or- 
ganizations mentioned, together with 
others, to the proposed legislation. 
The only opposition comes from law- 
yers, most of whom are bankruptcy 
practitioners. 

But passage of the law likely will 
not be possible for at least a year or 
more. This is due partially to other 
pending legislative matters which 
will be given the right of way. It is 
also due to the fact that ig will evi- 
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On the Proposed Bankruptcy Law Change 


“For the first time there will be an opportunity to work out settle- 
ments and extensions outside of court with the aid of the law in binding 
irresponsible minorities who seek only to upset the apple cart.” 


—Lloyd K. Garrison, Special Assistant 
to the U. S. Attorney General. 








dently be necessary to make certain 
compromises and incorporate certain 
amendments that have been and will 
be submitted by those friendly to the 
legislation. When it is enacted, how- 
ever, it will reflect marked changes 
from the present law which has been 
on the statute books since 1898 with 
no fundamental changes made in the 
meantime. 


Under Federal Supervision 


Administration of the law would 
be under the supervision of the At- 
torney General of the United States. 
In lay terms, it may said that its 
fundamental purpose is to provide 
fairness as between the debtor and 
the creditor. It is proposed that the 
debtor shall not escape just obliga- 
tions within his capacity to meet 
them. Nor shall he be unduly pressed 
or stigmatized when making an hon- 
est effort to discharge his obligations. 
Underlying the plan to set up this 
equity is the proposal for compulsory 
examination of the bankrupt. 

Officials of the Department of Jus- 
tice would examine into the credit of 
every bankrupt. The examining of- 
ficial would report his finding to a 
referee as to the cause of the bank- 
ruptcy, whether it was due to extrava- 
gance, dishonesty, etc. The referee 
would have discretionary power, not 
now existing, to refuse a discharge 
to the bankrupt until he has amor- 
tized a reasonable amount of his debts 
out of his future earnings. 

Under the prevailing law a debtor 
may create debts far in excess of his 
income, appeal to the bankruptcy 
court and have all of his debts wiped 


vut or paid off through a discharge. 
This may be done without any in- 
vestigation as to whether he created 
them in the normal course of his 
business or private life or was grossly 
extravagant or dishonest. The pres- 
ent law does not provide that any one 
is under duty to investigate the cause 
of his bankruptcy or why the debts 
were created. 

One principal opposition to the 
proposed law is that new positions 
would be created, such as a few su- 
pervisors and a number of examiners. 
The district supervisor would report 
periodically to the Attorney General 
as to the operation of the new law 
and any defects or abuses so that they 
could be remedied. Indications are 
that one supervisor will be proposed 
for each of the 12 Federal Reserve 
districts. a 


On the Opposition 


Drafters of the proposed law main- 
tain that arguments against setting up 
new positions are not well founded. 
They point out that the salaries 
would be paid out of the assets of the 
debtor. Consequently there would be 
no added tax burden. It is further 
contended that in the long run a 
great deal of money would be saved 
for creditors. 

A feature of the proposed law 
which has been emphasized is that a 
debtor can go to court, state that he 
is insolvent and amortize his debt un- 
der the jurisdiction of the court with- 
out the stigma of bankruptcy. 

At present referees work on a per- 
centage basis and are quasi-political 
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appointees of the state judges. Under 
the proposed law referees would be 
on a salary basis not to exceed $12,- 
000 a year and would be appointed 
for longer periods of time than at 
present, the term to be six instead of 
two years. Proponents of the bill 
give scant weight to the claim that 
this change would lower the standard 
of the referees. 

In small, scattered territories a ref- 
eree usually has only a few cases and 
generally is a practicing attorney. 
Under the proposed act “as many 
referees will be employed upon a 


full-time basis as the reasonable con- 
venience of parties may permit.” 
The loss to creditors from bank- 
ruptcies is strikingly manifest by the 
estimate that it has approximated $7,- 
125,000,000 in the 12-year period, 
1920-1932, in recorded bankruptcies. 
This fact is brought out in an inter- 
esting study, loaded with informing 
data, made by the Department of 
Commerce, which deals with the 
causes and effects of bankruptcies. 
While the proposed bankruptcy law 
is designed to provide greater equity 
and speed in clearing relations be- 





tween debtor and creditor, the study 
of the Department of Commerce, re- 
cently made public, is even more con- 
structive. One of several studies, the 
purpose is to decrease the mortality 
rate of bankruptcies which has been 
increasing steadily the past several 
decades, even during the so-called 
periods of prosperity. 

Significant causes of bankruptcy 
disclosed by the report “Causes of 
Commercial Bankruptcies” are listed, 
with inefficient management and the 
unwise use and extension of credit 
given major positions. 


Causes of Commercial Bankrupteies! 


NEFFICIENT management, backed 
by the lack of economic opportu- 
nity, education, and business ability, 
is one of the most important causes 
of business failures. Other major 
causes of failure are adverse domes- 
tic and personal factors, unwise use 
and extension of credit, insufficient 
capital, and dishonesty and fraud. 
The business depression and com- 


petition were among the three most | 


important causes of failure in the 
opinions of the bankrupts but were 
not so ranked by the creditors of the 
failed concerns. 


Inefficiency 


A majority of the failures, were a 
consequence of unjustifiable entrance 
into business. Over half of the bank- 
rupt concerns had no accounting 
records, and such records of an addi- 
tional 28 per cent were totally inade- 
quate for the needs of the business. 
More than half of the bankrupts were 
managing businesses for which their 
previous occupations had given them 
no direct experience. 

Indiscriminate and careless grant- 
ing of credit to the bankrupts by 
creditors, enabled many to start and 
to continue a business in which fail- 
ure was a virtual certainty. The ease 
of securing credit has increased the 
rate of trade mortality by making it 
possible for many incompetent and 
dishonest merchants to venture into 
business. 

The laxity of the bankrupt estab- 
lishments in the matter of credit ex- 
tension is shown in credit losses of 
the concerns studied for the year 
prior to failure amounted to 5.6 per 
cent of open credit sales, a figure ap- 
proximately nine times as great as the 
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average bad debt losses of active con- 
cerns. Only 5 per cent of the 564 
bankrupts reporting on the subject of 
the use of credit bureaus were using 
the services of such bureaus. 

More than half of the owners had 


difficulty in paying creditors from six 
months to two years prior to their 
bankruptcy. 





Extracts from recent studies of bank- 
ruptcies and their causes in Massachusetts 
and New Jersey. 





Owners’ and Creditors’ Opinions in 570 Bankruptcy Cases in Boston, 
Mass., 1930-1931. 


From “Causes of Commercial Bankruptcies In U. S. Dept. Commerce Bulletin, 10c. 


CREDITORS* OPINION 


OWNERS* OPINION 


PERCENTAGE OF CONCERNS AFFECTED BY CAUSE 


INEFFICIENT 
MANAGEMENT 


INSUFFICIENT 
CAPITAL 


ADVERSE DOMESTIC 
FACTORS 


BAD DEBT LOSSES 


DECLINE IN VALUE 
OF ASSETS 


COMPETITION 


BUSINESS 
DEPRESSION 


DISHONESTY 
and FRAUD 





LEGEND . 
WENN TOTAL GROUP. ° WHIARETAMLERS 
GEES MANUFACTURERS. 
GE WHOLESALERS. GD MEAL STAT BUILDERS 
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Potchernick’s Hardware Co., San Antonio 


Seasonal Window Inspiration 


HE shop with the best win- 
dows will be among those that 
do the most Christmas busi- 
ness. Here are displays that offer in- 


W. W. Condé Hardware Co., Watertown, N. Y. 


spiration for trims that will put your 
windows in the attractive class. In 
the original suggestions the posters 
are charted for easy enlargement. 


‘ 


Simply enlarge the squares and copy 
the picture. It is possible for any 
window trimmer and easier still for 
the show card and sign man. Lots 
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of light and clean window glass plus 
these trims will put the cash register 
back in the running. 
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Nailling-Keiser Hardware Co., Union City, Tenn. 
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The old and new stores of L. 
Salzinger present a_ striking 
contrast. Right: New store. 


Salzinger 
Increases 


Weekly 
V olume in 


New Loeation ... 


HEN L.  SALZINGER 
moved his hardware store to 
997 Broadway, Brooklyn, 


N. Y., his average weekly volume in- 
creased from $200 to $500. At his 
former location, 786 Broadway, Mr. 
Salzinger depended largely upon his 
factory business, which was dwin- 
dling, due to industrial conditions. By 
moving he was able to greatly in- 
crease his retail sales to private 
homes, apartment houses, and stores 
and still continue to serve his in- 
dustrial customers. 

Mr. Salzinger spent $10,000 for 
new lines, new fixtures and equip- 
ment. He decided to have a colorful 
store. Both the exterior and interior 
of the store are brilliant orange. His 
fixtures are green. Orange wrapping 
paper and orange business cards with 
black, bold face lettering add to the 
brilliant color scheme. 

“Where Service Is a Habit,” is the 
store’s slogan and it means just that. 
Usually orders, regardless of the 
amount of purchase, are delivered in 
20 minutes’ time, or less. When neces- 
sary the owners’ personal car is used 
to make special delivery. 
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Ordinarily window displays are 
changed every two weeks, but this 
rule is broken when extra good re- 
sults make it advisable to extend the 
time limit. Slow movers are quickly 
taken out. Every window display 





The facade of the Salzinger store; 
997 Broadway, Brooklyn, N. Y. 


features several lines, having either 
a seasonal market or an all year 
round appeal. Regular stock items 
at both special and regular rates are 
shown. 










“Specials” are usually priced at 
odd figures, 19c. being a particularly 


good drawing card. Every item 
shown in the window bears a price 
tag or card. For a while after “spe- 
cials” have been removed from the 
window, requests for the bargain 
price are allowed. 

At present Mr. Salzinger’s direct 
mail bulletins are prepared by a ser- 
vice organization. They feature both 
the regular priced goods and specials. 
A list of 1500 is used. Later on the 
store will prepare its own direct mail 
material, using its own list which 
is being developed from delivery 
records. 

With the further development of 
the business jt is planned to make 
a housefurnishings display showroom 
of the second floor of the store, now 
largely a storeroom. Then Mr. Sal- 
zinger will add the larger units of 
electrical appliances and housefur- 
nishings. 

For displaying some of the mer- 
chandise ordinarily kept in draw- 
ers, trays are placed on the tables 
with price cards. They are kept in 
sight as long as they continue mov- 
ing. Some of the lines which are not 
in very great demand now are stocked 
on the second floor, so arranged as 
to enable their quick display on de- 
mand. 
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NE of my competitors when he 
QO gets off the subject of business 

is a charming gentleman, and 
exceedingly well informed. I think 
if he were not a competitor I might 
like him very much indeed. When 
we get through arguing about busi- 
ness matters then we talk philosophy. 
We are both very much interested in 
the passing show the world is pro- 
viding. Recently, he mailed me a 
most interesting book: “The Revolt 
of the Masses,” by the Spanish writer 
Ortego. This book is really a series 
of essays. I have read the beginning 
and I have read the finish. Just 
dipped into it to see if it was worth 
reading. I have decided it is, and 
now I am looking forward to some 
quiet evening when I will read this 
book carefully and thoroughly. 

So far I do not know whether Or- 
tego approves of the revolt of the 
masses or not. I do not know whether 
he thinks this revolt will be good for 
civilization or not. However, I have 


read enough to know there is a great 
deal of truth in this book. He is ac- 
tually writing about the world in 


terms of “Babbitts.” His book might 
well be named the “Revolt of the 
Babbitts.” He goes on to state that 
this international Babbitt, this mass 
Babbitt, fully realizes that he has no 
originality or ideas of his own. With- 
in himself he recognizes his own 
inferiority. Naturally, he resents su- 
periority. Therefore, the mass Bab- 
bitt is making a virtue out of inferi- 
ority. He pretends that it is a great 
thing to be common. He lauds the 
ordinary. When he wishes to ex- 
press the highest possible opinion of 
a man he says, “No, sir, he ain’t no 
high-hatter, he is just common and 
ordinary like one of us.” 

So the standards of the world are 
going down to the level of these in- 
ternational Babbitts. It is unpopular 
to be seen with a silk hat and a dress 
suit. If you go out campaigning for 
Babbitt votes you must wear an old 
slouch hat, and unpressed clothes. In 
other words, the commoner you look 
the more you appeal to him. 

Another thing Ortego writes is that 
these international Babbitts love to 
run in crowds. The bigger the crowd 
the stronger they feel. Therefore, 
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The 


REVOLT 


of the 


BABBITTS 


By SAUNDERS NORVELL 


everything in the world is being de- 
veloped on the colossal scale; colos- 
sal theatres, colossal opera houses, 
colossal stadiums, colossal olympic 
games, colossal business. In other 
words, the thing that appeals to the 
international Babbitt is something 
that is big. He does not think of 
quality, of fineness, of superiority, 
as much as he thinks of size. Here 
in New York an enormous construc- 
tion is under way. It will be called 
Radio City. When finished it will be 
the biggest thing. in the world. The 
biggest auditoriums. Already we read 
of the mural decorations, with the 
largest wall pictures that have ever 
been painted. Radio City will be the 
apotheosis of the national Babbitt. 

Now, Ortego did not write all of 
this. I am just writing a few things 
myself, having been inspired by Or- 
tego’s ideas. In other words, I am 
taking Ortego for a ride and putting 
him on the spot. 


* * * 


In glancing at the Statue of Lib- 
erty, through my window, the other 
evening I noticed they turned on the 
light in the torch, let it burn awhile 
and then turned it out. Liberty must 
be economizing on electricity. Lib- 
erty is too expensive these days. 


* * * 


A number of letters are coming in 
reply to my recent article on “Think- 
ing American—Buying American.” 
Some of these letters are commenda- 
tory—others are not. Some Ameri- 
cans still think with 10 or 11 million 
American workmen unemployed that 
we should give our foreign neighbors 
a lift by buying their products. 

Have you noticed the tariffs ar- 
ranged at Ottawa between Great 
Britain and Canada. The tariffs on 
goods imported from the United 
States are about double the tariffs on 
goods from Great Britain. Just study 


the decisions at Ottawa and the tariff 
worked out and then figure for your- 
self how much brotherly affection and 
neighborliness was mixed up in these 
negotiations and decisions. Of course, 
you will answer we started the whole 
thing by having a high tariff our- 
selves. Yes, that is true, but our 
tariff is the same to everybody. We 
do not charge one country 50 per 
cent less in the way of a tariff than 
we do another. You see the British 
Colonies, so they claim and state, are 
separate and independent nations, 
each nation ruling itself and making 
its own laws. The British set up of 
an empire with various nations is 
quite different than the set up in the 
United States, with various states sub- 
ject to one Federal government. 


* * * 


We have been a good deal inter- 
ested in the statement that was made 
that this country had a very narrow 
escape from bankruptcy by reason of 
the fact that foreign nations were 
drawing all of the gold they had on 
deposit with us. Now we are learn- 
ing a few more things on this subject. 
It seems that these foreign nations 
were given a moratorium of a year 
in which to pay their debts, but at the 
same time no restrictions whatever 
were made on their drawing gold 
from this country. The situation was 
exactly as if a bank would say to a 
borrower, “You do not have to pay 
your loan for a year.” Then the 
borrower would be allowed to draw 
out all the money he had on deposit 
with the bank. This sort of thing 
may be good.high finance, but like a 
number of other things in the way of 
high finance, our Babbitt intelligence 


cannot grasp it. 
* * * 


Now, when like Will Rogers we 
read the morning paper, we find that 
it is simply impossible for our credi- 
tors to pay us what is due. Some of 
these national debts are already in 
default; others are due December 15 
and they must have an extension. 

Then we have occasion to study 
our sales to Russia. We find there 
has been a great decrease in sales 
from the United States. Upon in- 
quiry we find that these same govern- 
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ments who cannot pay their debts to 
us are financing the sales of their 
merchants to Russia to the extent of 
60 per cent of the purchases. In 
other words, if Russia offers an order 
for $100,000 worth of goods to a 
manufacturer in the United States 
they ask about eighteen months terms. 
This government will do nothing 
whatever to help the American man- 
ufacturer finance this sale. However, 
if this order is placed in France the 
French government will guarantee 
the payment to the manufacturer 
from 60 to 80 per cent of the total 
amount of the sale. A French man- 
ufacturer recently told me how it 
worked. He said they sold the goods 
on long terms. The government 
guaranteed 80 per cent of the amount. 
When the foreign nation did not pay 
this the French manufacturer notified 
the government and collected the 
money from the French government. 
Afterwards when this foreign nation 
paid up, this merchant paid back the 
French government. 

In the meantime, the figures indi- 
cate that the sales of European na- 
tions to Russia have all increased at 
the expense of the United States. We 
are losing the business because we 
cannot give Russia the terms they 
want. The European nations are get- 
ting this business and other foreign 
business because their governments 
are backing the financing of these 
deals. Then these governments that 
are backed from 60 to 80 per cent of 
the financing of their foreign trade 
come to the United States and tell 
us it is simply impossible for them to 
pay what they owe us. Again I re- 
peat my Babbitt intelligence cannot 
grasp the great idea. 

If you are a manufacturer and in- 
terested in this subject, if you wish 
to know just what you are up against 
in the way of foreign competition, 
suppose you write to the Department 
of Commerce of the United States and 
ask them whether what I have out- 
lined above are facts or not. You 
will find our Department of Com- 
merce knows all about what is going 
on although Mr. Julius Klein in his 
very interesting radio talks does not 
tell all he knows about foreign meth- 
ods of getting business. We suggest 
that Mr. Klein give us a radio talk on 
this subject of the financing of busi- 
ness by foreign governments with, as 
a matter of fact, American money 
they have already borrowed, but 
which they cannot now repay. 
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Then, of course a good deal has 
been said in Britain about arma- 
ments. There is a gesture in the 
direction of some reduction. It does 
seem strange to a Babbitt that Russia 
should equip and maintain the larg- 
est standing army in the world, and 
at the same time buy all their sup- 
plies on terms longer than any other 
nation in the world. 


* * * 


Then I am wondering why Russia 
with her immense standing army re- 
ported to be a million men in times 
of peace should have been so quiet 
all through those interesting days 
when Japan was fixing up things in 
Manchuria, and at the same time put- 
ting her thumb to her nose and wig- 
gling her fingers at the United States. 
Now we see from the papers that 
Japan is now up against the enor- 
mous financial cost of her military 
operations. Silk has gone down to 
the lowest prices on record. The yen 
has also declined. I suppose in a 
year or two from now, we will be told 
actually what has happened and is 
happening between Russia and the 
United States and Japan in regard to 
the Manchurian situation. Just note 
this hint and watch future develop- 
ments. 


* * * 


Ortego writes that up until the last 
twenty-five years Europe, meaning 
England, France and Germany, actu- 
ally ruled the world. They kept all 
the little countries pretty well in line. 
Now he states these little Republics 
all around the world have gathered 
the idea that they are actually going 
to rule themselves. Therefore, start- 
ing with that idea “they have all been 
standing on their heads,” just like a 
lot of school children when the 
school teacher leaves the class room. 
Then, he states, having stood on their 
heads for a while, and rather getting 
tired of this form of exercise they 
wonder what they will do next. They 
don’t actually know. Therefore, they 
are full of a feeling of restlessness 
and says Ortego this restlessness is 
mainly caused by a lack of control 
and ordinary every day work with 
some common sense end in view. 

In South America, for instance, I 
understand in the past two years 
there are only two countries that have 
not had some kind of a revolution. 
From my casual dipping into this 
book I gather that Ortego thinks that 





the mass of the people are only 
happy when they are controlled. 

Mussolini has at least given the 
Italian people a dose of control. 
They either go to work or they take 
castor oil. Probably the Italian peo- 
ple were never happier. 


* * * 


A young friend of mine, an intel- 
lectual when he returned from the 
World War told me he was never 
happier in his life than when he was 
in the army because he had no re- 
sponsibility. He just did what he 
was told to do and all the rest of the 
time was his own without any dis- 
turbing thought about his responsi- 
bility, either to himself, or to other 
people. 

* * * 

Recently, I received from the Liter- 
ary Digest a little book named “Po- 
litical Cyclopedia.” Every Babbitt 
should have this book. It starts out 
with an outline of the history of the 
United States by administrations. 
Here are some of the headings: Jef- 
ferson authorizes the Louisiana pur- 
chase, Madison and the war of 1812, 
The Monroe document declared, First 
passenger railroad built, Jackson and 
the first nominating conventions, Van 
Buren and our first financial panic. 
Then pictures of all our Presidents, 
Impeachment of Andrew Johnson, 
Financial difficulties under Grant, 
Hay struggles with a great depres- 
sion, How Presidents are made, Con- 
stitution of the United States, The 
covenant of the League of Nations, 
What the World Court really is, The 
platforms of the Democratic and Re- 
publican parties, The Communists 
party platform, etc. If you will get 
and read this book you will under- 
stand what all the articles in the pa- 
pers are about. 

The trouble with the average news- 
paper reporter is he takes it for 
granted that us Babbitts know some- 
thing. Then he writes columns of 
stuff and columns of editorials and 
we do not know what it is all about 
because we do not know the funda- 
mentals. Reading the papers today 
and trying to understand the subjects 
discussed, such as reduction of arma- 
ments, adjustment of international 
debts, what they are doing in Geneva, 
and what the world court means is 
exactly like studying algebra starting 
with Einstein’s theory of relativity 
without knowing the first principles 
of algebraic formulae. 
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FRANK ‘CAMPBELL, 1300 
Good Hope Road, Washing- 
@ ton, D. C., is among those 
hardware dealers who are able to re- 
port business better than last year. 
Slightly ahead of 1931 in actual dol- 
lars and cents, the Campbell store 
shows a much larger advance in point 
of sales. 

An interesting statement by Mr. 
Campbell is that he believes in carry- 
ing a skeleton stock of slow turning 
but necessary items. He estimates 
that about 10 per cent of the stock is 
in such merchandise—certain sizes of 
rope, stove bolts, etc. He is able to 
ask a good price for these occasion- 
ally-called-for items to compensate in 
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How J. Frank Campbell 
Keeps Up Sales Level 


Always having the required 
item in stock, agreeable 
atmosphere in the store 
and firm’s ability to please 
the customer make _ for 
success of Washington, 
D. C., hardware dealer. 


some measure for the slow turnover. 
The customer knows he cannot con- 
veniently get them elsewhere, makes 
little or no complaint about the price 
and the store gains the reputation for 
always having the goods called for. 
This reputation results in much pick- 
up business from contractors in the 
neighborhood, and, in fact, from 
considerable distances. Here again 
a good margin is secured, and the 
pick-up business of some of these 
contractors amounts to from $400 to 
$500 on a job. Because of the great 
value of word-of-mouth advertising 
resulting from his having merchan- 
dise called for all all times, Mr. 
Campbell will make special trips to 
procure merchandise, even though 








An agreeable store 
staff helps move mer- 
chandise. 


the profit is small or lost, in order 
to maintain the reputation. 

In other departments of his busi- 
ness Campbell sticks to as few lines 
as possible, choosing lines having 
well and favorably known brands and 
then making the most of their names 
and reputations. Direct mail adver- 
tising is favored in this store, and 
though in direct competition with the 
large department stores of the capi- 
tal, this form of publicity has pro- 
duced excellent results. 

J. Frank Campbell is a merchant 
who has a broad view of most mer- 
chandising problems. This charac- 
teristic extends to his relations with 
his competing neighbor merchants. 
He believes that the more legitimate 
businesses there are in his community 
the better for all. He has made it a 
point to go and visit a new merchant, 
welcome him to the neighborhood 
and offer to be of assistance in any 
way possible. He lives happily and 
cooperates with the other merchants 
and they are all trying to make more 
trade for the center. 


An Agreeable Store 
Atmosphere 


Phe atmosphere of the Campbell 
store is an agreeable one. You can 
feel it as you enter the place. This 
is not accidental, but it is very effec- 
tive and there,is no way of estimat- 
ing the amount of success that may 
be attributed to it. The staff is com- 
posed of men who have been together 
for many years. They observe an 
unwritten law that no bickering shall 
take place inside the store or in the 
presence of customers. There is no 
shouting from one to the other. Mis- 
understandings, great or small, are 
straightened out away from the sales 
floor. Mr. Campbell believes that 
customers can sense any tenseness in 
the staff, even though there are no 
audible signs of it. Therefore he 
builds a strong foundation for the 


(Continued on page 52) 
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$838 BUSINESS 
FROM $14.75 
CHRISTMAS PARTY 


Harry J. Behrer, of State 
College, Pa., Will Go 
After More This Year 








Harry J. Behrer, hardware 
merchant of State College, Pa., 
met with much success in staging 
a novel Christmas party at his 
store last year, and intends to 
hold the same kind of party this 
year. Last year’s event attracted 
500 children and 150 adults to 
the store. State College has a 
population of approximately 8000 
including students of the Penn- 
sylvania State College. The 
party was a one-day affair. The 
day’s receipts totaled $838, while 
expenses were but $14.75. 

Sufficient telegraph blanks were 
obtained to provide one for each 
teacher in the local grade schools 
and those of rural grade schools 
within a five-mile radius. On the 
day of the party Behrer em- 
ployees delivered the telegrams 
to the teachers during the noon 
hour recess. The teachers were 
asked to read the telegrams to 
their classes just before school 
was dismissed for the day. So 


Christmas Trees As 


Store Decoration 


This is the way Vandervoort, 
of Lansing, Mich., got attention 
of the public for the store during 
Christmas season. 

At the right is the outdoor dis- 
play of Pitman & Brown Co., 
Salem, Mass. See story, col. 4, 
this page. Both of these plans 
are excellent ideas for attracting 
people to the store. 
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Harry J. Behrer’s Christmas party brought throngs of chil- 
dren to his store in State College, Pa. 


eager were the children to see 
Santa Claus that they started 
coming to the store two hours be- 
fore he was due to arrive. 

THE ADVERTISEMENT 


An advertisement inserted in 
the regular space used by the 
store in the local weekly news- 
paper contained a similar an- 
nouncement and stated that 
Santa would arrive in State Col- 
lege by airplane and would be 
brought to the store in the town’s 
fire truck. 

He was perched high in the 
center of the truck with a large 
red bag filled with toys and 
candy. Upon arriving at the store 








there were so many children al- 
ready present that it was first 
necessary to clear the street in or- 
der to make a path for him into 
the store. 

Santa then took a position in a 
rear corner of the store and the 
children were directed down one 
aisle to him, later leaving the 
store by a route which took them 
up another aisle on the opposite 
side of the store. All along the 
way toys, wagons, roller and ice 
skates, velocipedes, games and 
playthings of every description 
were displayed in tempting ar- 
ray. Santa greeted every child 
and presented each with a bar of 
candy and a tangerine. These 
gifts cost $14.75, representing the 
entire expense involved in stag- 
ing the party. 

THIS YEAR’S EFFORT 


This year Mr. Behrer proposes 
to reach several more schools in 
the county, and will stage the af- 
fair ,a week betore Christmas 
Eve. This, he says, will insure an 
ample opportunity for children 
and their parents to make their 
selections. 








Turn to. pages 28, 29 and 56 

for more Christmas merchan- 

dising ideas. Get started in 

good time for a good season’s 
business. 














PITTMAN-BROWN 
SUCCESSFUL WITH 
OUTDOOR | DISPLAY 


Salem, Mass., Store Draws 
Trade From Entire 
County 








“In a blaze of glory,” is the 
only adequate way to describe 
the arrival of Santa Claus in the 
scenic spectacle which is on dis- 
play at the plant of the Pitman 
and Brown Company of 4 
Bridge Street, Salem, Mass. 
Here, on a broad expanse of 
lawn, between their unpainted 
furniture gift store and their 
hardware store, the Pitman and 
Brown Company have devised a 
most realistic interpretation of 
the famous poem, “The Night 
Before Christmas.” 


AS ILLUSTRATED BELOW 


In the foreground of the scene 
is a charming little cottage. 
Christmas candles burn at the 
windows and whisps of smoke 
drift up from the chimney. Out- 
side Santa and his eight reindeer 
have drawn up. The old saint 
stands, waist deep, in his heavily 
laden sleigh. Foxes, rabbits, 
crows and many other animals 
peep from behind the brush by 
the wayside and from the limbs 
of trees, their eyes blinking real- 
istically. From the cottage roof, 
two cats, as though awakened by 
the clatter, peer over the edge. 

The entire scene is illuminated 
by hundreds of colored lights ar- 
ranged on the evergreen back- 
ground of the scene and upon a 
large Christmas tree. Six large 
floodlights, some concealed in 
the evergreen and others mounted 
high on nearby rooftops make the 
scene as brilliant as day. 

Shoppers from all over Essex 
County have been attracted to 
the display due to its widespread 
publicity. The windows of both 
stores were filled with Christmas 
gift merchandise and a_ brisk 
holiday business resulted. 
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THEY START EARLY 
FOR HOLIDAY TRADE 


Imperial Valley Hardware Co., 
El Centro, Calif., Begin 
Early in November 


The Imperial Valley Hardware 
Co., El Centro, California, starts 
its Christmas merchandising 
campaign early in November. 
Taking advantage of the activi- 
ties of chambers of commerce in 
districts served. Newspaper, 
radio and billboard advertising 
of the company are tied up with 
window and interior displays in 
the organization’s eight stores in 
California and Arizona. 

Speaking of last year’s Christ- 
mas. activities H. H. Hovey, ad- 
vertising manager of the com- 
pany said, “Last year we started 
cultivating Christmas _ business 
before Thanksgiving. The head- 
liner in our various stores was 
toys, but housewares were given 
ample space in the newspapers 
and window displays as a chief 
gift item. 

Mr. Hovey further said, “We 
believe that the expensive mer- 
chandise for gifts must be pro- 
moted early in the season or not 
at all. In our household depart- 
ments, we concentrated on the 
higher price ranges in electrical 
merchandise, silverware, china- 
ware and glassware. As Christ- 
mas approached, we devoted our 
windows exclusively to popular 
priced items, gifts that could be 
purchased anywhere from 50c to 
$7.50. This price range per- 
mitted a very complete array of 
gift suggestions and we feel that 
we got our share of the Chris- 
mas business in the territory 
which we cover. 

“The prime feature of Christ- 
mas window displays is to group 
gifts according to price. We 
make it a practice to price every 
item in the window so that win- 
dow shoppers will know immedi- 
ately what their budget will per- 
mit them to buy. 

“The Chambers of Commerce 
in the leading Imperial Valley 
towns cooperated with retail mer- 
chants in promoting a Christmas 
Festival. This was generally the 








were out of date. 


tribute it? 





IS YOUR STOCK OUT OF DATE? 


Do you men realize that 30 per cent of all the goods now being 
manufactured were not heard of 30 years ago? 
electric refrigeration, the airplane and the radio set have come 
into existence during that time. 
worked with some 30,000 retail hardware dealers. 
years of this experience were largely devoted to trying to make 
them realize that the goods they had in stock, to a great degree, 


Who, today, can dictate where radio is going, or who will dis- 
I hold that we must ever be on the alert to keep 
pace with our new developments and the changing merchandising conditions. 

I am not discouraged concerning the radio industry. All pioneer developments 
have to go through a period such as we are now in. 
succeed. A billion dollar industry cannoi fail. 
any major misfortune to overtake it. 
gentlemen, somebody will come along who can. 





J. CLARKE COIT, 


Hardware Co., now president U. S. 
vision Corp. when accepting presidency of Radio 
Manufacturers Association, June, 1931, at Chicago. 


The automobile, 


And during the same period | 
The last six 


If I fail, somebody else will 
The radio industry is too big for 
If you and I cannot make a success out of it, 





J. CLARKE COIT 


former president, Simmons 
Radio & Tele- 








feature event of the first Friday 
and Saturday in December. This 
community effort not only opened 
the intensive Christmas shopping 
season but brought together all 
of the merchants in friendly con- 
tact through various committee 
assignments.” 





IMPERIAL VALLEY HARDWARE CO. 





The company operates _ its 
stores in towns with populations 
of less than 13,000 people. The 
California stores are at El 
Centro, Calexico, Imperial, 
Brawley, Holtville and Calipa- 
tria, while the Arizona branches 
are in Yuma and Somerton. 








Children Must Have Toys as Usual 


Your community’s children 
will have to have toys as usual. 
Parents will see to that, and if 
toys are a part of your well- 
rounded Christmas stock they 


should be the means of getting 
many adults into your store so 
that you can interest them in 
practical hardware items as gifts 
to other adults. 








ROBT. F. FREY 





to the display. 
says “$1.” 


and price. 
brief, and complete. 
putting talking price cards to the front. 
curve upward, see that everything in your store is well carded. 


——ROBT. F. FREYE, hardware merchant of Ottawa, 
before several 


Talking Cards Create Fair Price Atmosphere 


Talking price cards complete the setting, adding believability 
The stupid clerk hands a lady a “dripolator” and 
The poor price card does the same thing. 

Talking price cards give facts of fashion, construction, beauty, 
They should be uniform in color, well printed, 
An atmosphere of fair prices is created by 


Ohio, talking 
conventions. 


To turn your profit 


1932 State hardware 
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PRACTICAL GIFTS 
TO PREDOMINATE 


This Year’s Buying Will Give 
Hardware Men 
Opportunity 


Those who have been observ- 
ing the trend in 1932 Christmas 
prospects are agreed that there 
will be strong trend toward prac- 
tical gifts this year. Newspapers 
are making this statement in all 
sections of the country. For this 
reason hardware man 
should seize the opportunity to 
display as many items as he can 
from his stock that are suitable 
for Christmas gifts. There are 
many such items that come under 
the classification of “practical.” 
It requires no great stretch of 
the imagination to see the logic 
of the argument that hardware 
items make gifts that are not ex- 


every 


travagant. 
China and glassware, electrical 
appliances, cutlery, sporting 


goods, tools and ever so many 
other items are good looking and 
acceptable gifts that last. No 
“oimcrack” Christmas gift can 
compete with these worthwhile 
hardware lines in acceptability. 
It should be a comparatively 
easy task to make this fact per- 
manently recognized among your 
customers. 

Early and active window dis- 
play efforts will swell the total 
of your Christmas trade. Harp- 
WARE AGE is showing an abund- 
ance of suggestions for holiday 
window trims. Put them to work 
now, change them often from 
now right up until the holiday 
and see the difference in your 
cash receipts on Christmas Eve. 
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IN F O RM A L 


EDITORIAL 


COMMENT 





Bust Among Ourselves 


HREE days before Election, I 

wrote for the November 10 issue, 
an editorial on the theme, “The Elec- 
tion Is Over—Let’s Go Back to 
Work.” Then I realized that every 
newspaper, the radio and a great 
many other business publications 
would contribute an adequate mes- 
sage on this theme, so the editorial 
did not run. Written before a single 
vote was cast and so stated, this edi- 
torial urged all hardware men to sup- 
port whichever administration would 
have the honor of office after March 
4, 1933. This is still good advice 
and is here offered. The future of 
this country will never depend wholly 
upon control by any political party. 
There are economic problems to be 
settled which far outweigh in impor- 
tance any differences between either 
of the two major political bodies. A 
majority wanted a change and have 
accomplished that end. Established 
reconstruction and rehabilitation pol- 
icies which are making progress will 
certainly be maintained and devel- 
oped further. As THE IRON AGE says 
this week, “No doctor will change 
the medicine of an improving patient, 
for whose recovery he is responsi- 


ble.” 


— HA — 


ERTAIN factors in the automo- 

tive field are disturbed at the 
rapid growth of sales of packaged 
lubricating oil through, hardware, 
grocery, drug and department stores. 
These four sold 50,000,000 gallons 
“over-the-counter” during the first 10 
months of this year. That’s some 
business. Second only to gasoline, 
oil is a volume replacement item 
which the motorist must have. If 
you do not handle a good line of 
packaged lubricants it would be well 
to consider this profit line for it sure 
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by CHARLES J. HEALE 
Editor, Hardware Age 


has a market as any Sunday driver 
knows. 


—— | eo 


HE Harpware AGE campaign in 

favor of American made mer- 
chandise is bearing fruit. Secretary 
Roy Smith of the California Retail 
Hardware Association has requested 
750 copies of the articles by Saunders 
Norvell and also of this column as 
they appeared in the November 10 
issue. G. B. Durrell, president The 
American Fork & Hoe Co., Cleveland, 
Ohio, voices his hearty approval and 
requests extra copies of the Norvell 
article. Mr. Durrell also advises us 
that his company uses a red, white 
and blue label reading “Made in U. 
S. A.” on all merchandise and that 
he is successfully promoting the idea 
among other manufacturers. 


— HA — 


I. JOHNSON, Nestor Johnson 
e Mfg. Co., Chicago, expresses 
his keen interest and tells us of the 
“Made in America” Club, Inc., 1900 
N. Springfield Ave., Chicago, III. 
This organization he says is operated 
not for profit but for cooperative ef- 
fort to promote the “Made in U. S. 
A.” idea. At-actual cost, he says, this 
club furnishes auto license plates, 
auto stickers, lapel buttons and “Give 
Work” circulars printed in red, white 
and blue. These bear such messages 
as “Made in America Will Return 
Prosperity,” “Give Work, Buy Amer- 
ican-Made Goods,” etc. If sufficient 
funds are received radio broadcasts 
will take up the work. Interested 
firms subscribe according to their 
needs or means and receive the adver- 
tising material in quantities large or 
small according to the size of their 
fees. 


URING the first six months of 
1932, cash sales represented 
47.5 per cent of all retail sales, says 
the Department of Commerce. For 
the same period of 1931 cash sales 
were 45.3 per cent of the total. This 
makes credit sales for these periods 
52.5 per cent and 54.7 per cent re- 
spectively. Business conditions made 
this change, but at that it is a very 
slight decline of credit sales when 
one realizes how credit has been 
tightened up on all sides. Bad debt 
losses for 1932 are reported about 
1.2 per cent on credit sales as against 
the 193] figure of 0.8 per cent. These 
are figures to watch and study in your 
own business. The balance of credit 
sales to all sales studied with your 
average bad debt losses will tell you 
an important story of conditions in 
your trade area. 


——— HA — 


ROM one of the most successful 

manufacturer’s agents I know 
comes an interesting letter about cur- 
rent business problems. He _ has 
made a good income for many years, 
saved part of his money and can 
afford to travel at his own expense 
and wait for commission checks. 
They can’t all do that. At the same 
time they can’t get orders if they 
don’t travel. From this letter I 
quote: 

“A great many factories are pro- 
ceeding too cautiously. They are 
not willing to pay for service ren- 
dered. They want the manufactur- 
ers’ agent to sell entirely on a com- 
mission basis, whether they (the man- 
ufacturers) have any established 
business or not. They get just about 
what they pay for. In other words, 
the average salesman today finds it 
so hard to make a living that he can- 
not properly travel. If a factory 
places its line with salesmen under 
these conditions it does not get the 


‘representation it really needs.” 
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Readers’ Comment 
on Hardware Age 
Platform 


Daruincton, §$. C.—The writer was 
pleased to receive the Harpware AcE Plat- 
form. It is a splendid set-up with one ex- 
ception, that is item No. 7. 

We don’t know how this mechanical ser- 
vice end pays the country over, but it has 
been my experience in more towns than 
one that it is not worth anything to the 
business. Most people in these parts will 
say “thank you” and consider the bill paid, 
whenever you do any mechanical work for 
a customer, therefore, we do not cater to 
this, in fact we dodge all we can. 


BarRINGER HARDWARE COMPANY. 


Marion, Inp.—We have a copy of the 
HarpwareE AcE Platform. Writer wishes to 
say that you have covered the ground very 
thoroughly with the exception there is one 
serious condition existing today that is old 
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as the relation of the dealer with the job- 
ber. That is, when the jobber enters the 
retail field in open competition with the 
legitimate retailer in serving factory trade, 
every locality has its own special ills in 
reference to this. There are so many 
phases to this condition that it is hard to 
distinguish whether or not the reailer or 
the jobber is right in his contention. 

But this condition has got to be cor- 
rected in the near future. The jobber 
should confine his efforts to legitimate re- 
tail dealers or else to the factory trade. 

J. E. Breese, Manager, 
Marion Hardware Company 


Mancuester, N. H.—I have read with 
much interest the eleven points brought out 
in your “Platform” and I am sure that it 
should receive the complete indorsement 
of every successful hardware man. 


I would suggest that some be printed om 
heavy cardboard, suitable for framing, and 
offered to the trade at actual cost. 


A. E. Moreau, 
J.J. Moreau & Son 


Fremont, Nes.—The Harpware AGE 
Platform strikes me as being a good thing. 
On this day, the day on which all citizens 
should exercise their right to vote, I cast 
my ballot for Hardware. 

In practical experience I have not been 
able to find much profit in the mechanical 
services connected with tin work and sharp- 
ening scissors, but the making of keys does 
carry profit and it is entirely possible that, 
rightly handled, there might be money in 
the other lines. 

I have been thinking along the lines sug- 
gested by this platform for a long time. 
In my own buying, I have confined myself 
to as few sources as possible and bought 
as little as was consistent with business de- 
mands. I have featured quality merchan- 
dise. We have had regular meetings of 
the members of. our organization for years 
and have endeavored to increase sales 
through suggestion as well as by establish- 
ing a reputation for honest dealing and 
courteous service. We have attended group 
meetings of hardware dealers and taken 
advantage of helps offered by wholesalers 
and manufacturers. We have endeavored 
to change our window and table displays 
with sufficient frequency to attract atten- 
tion. In fact, we have used every method 
we have considered worthy of trying, but 
as yet have not succeeded in making a 
noticeable dent in DEPRESSION. 

Our staunch support is with the Harp- 
warE ACE Platform. May it carry by a 
large majority! 

L. F. Hottoway, 
L. F. Holloway Hardware Co. 


Soutn River, N. J.—I have read a num- 
ber of times the Harpware AcE Platform 
and have been very much impressed with 
same. If manufacturer and jobber and re- 
tailer would live up to the platform there 
would be less headaches in the trade. 

J. J. LEonarp, 
J. J. Leonard Hardware Co., and 


President, North Jersey Retail 
Hardware Association 


Grants Pass, Ore.—We thank you for 
the HarpwareE AGE Platform. We have for 
many years tried to embody most of these 
principles in our business, and when con- 
ditions are right we think they bring good 
results. Our troubles at present are to 
keep the volume of business up to the 
point where it will yield enough profit to 
take care of the expenses, which we know 
are too high. We hope that 1933 will bring 
that to pass. 

CraMeER Bros. 


Ety, Minn.—Your platform on business 
principles sounds very good to me, Mr. 
Heale. I believe the wholesaler is a needed 
asset to the retailer, because he comes in 
contact with the latter and can offer him 
a constant source of information and sec- 
ondly, it is necessary for the wholesaler to 
look after the retailer and see that he, the 
retailer, gains in business volume, because 
the wholesaler gains likewise, thereby chain 
store competition will be kept at bay. 

A. J. FENSKE. 
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BLurFTon, Inp.—We believe we can 
very heartily indorse each of the 11 planks 
in your Platform and wish to compliment 
you on the fair, open and keen-minded 
manner in which this Platform has been 
thought out. We desire to especially em- 
phasize our indorsement of planks Nos. 
5, 7 and 9. 

Wititiamson Harpware ComMPaAny. 





Batu, Me.—The Harpware Ace Plat- 
form as outlined will naturally meet with a 
certain amount of disapproval, but to the 
mind of the writer there is little chance for 
argument against it. 

There is some chance for discussion in 
regard to the second plank under the pres- 
ent business conditions, if not when times 
are more normal, as buying right, under 
the present conditions will offset, a lot, 
the loss of sales. The writer believes that 
buying requires more study than selling, 
under certain conditions. The chain stores, 
apparently, do not have much difficulty in 
selling, but they must have their difficulties 
in purchasing right, to resell. 

The seventh plank is worthy of consid- 
eration. 

We have certain odd jobs forced upon 
us, which have required the attention of a 
clerk, and have gained his concentration to 
the extent of neglecting customers, whose 
wants may be unknown, and who may leave 
the store in disgust because of lack of ser- 
vice. Seemingly it would not be a paying 
proposition to have an employee for the 
purpose of odd work only. The question 
may be in the judgment of a clerk in tak- 
ing care of this work only when his atten- 
tion may not be required for serving cus- 
tomers. Good arguments for and against 
this plank are visioned, according to local 
conditions and the qualifications of the 
clerk hire. 

As a whole the platform has a strong 
appeal to the writer. 

Wa ter C. Rocers, 
C. W. Rogers, Inc. 





MAssILLoN, On10.—We wish to express 
our appreciation for the HarpwareE AGE 
Platform-which you have submitted to the 
hardware dealers. We are very much in 
accord and in sympathy with such a plan 
and feel that, through such efforts under 
the right leadership, the hardware dealers 
in general will retrace the steps that they 
have lost. 

We also feel that efforts should be made 
through the process of law, to enable the 
independent dealers in all classes of mer- 
chandising to work together. If some plan 
could be formulated whereby such maga- 
zines as yours could publicly announce 
those manufacturers who are underhand- 
edly selling the chain stores at reduced 
prices so that said dealers could, through 
their organizations, refuse to buy their 
products, the chain store would be licked 
over night. 

Likewise, it would be very beneficial if, 
through the process of law, the manufac- 
turer could protect his resale prices. Such 
action would restore to the hardware deal- 
ers the trade which is rightfully theirs, but 
which is being stolen under the guise of 
lost leaders by drug stores and the like. 

E. C. Raeper, Jr., Manager, 
Massillon Hardware Co. 
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Newark, N. J.—It is indeed a pleasure 
to read your Harpware Ace Platform and 
feel that it covers very thoronghly every 
point necessary for the success of the retail 
dealer and the jobber. 

Our opinion is that plank No. 3 can be 
eliminated if every dealer and jobber would 
give their full support to the other 10 
planks. 

Wm. P. Okse, 
John Giesinger Corp. 





PHILADELPHIA, Pa.—A careful reading 
of the Harpware Ace Platform appearing 
in the current issue of Harpware AcE 
brings very forcibly to the mind of the 
average hardware dealer in his ambition to 
create and make sales that he has elimi- 
nated from his sales efforts many of the 
basic and staple, as well as important items 
of the hardware line. 

Now that we seem to have entered the 
reconstruction period and we are looking 
for more constructive methods in our efforts 
to shape our business for the approaching 
“better times,” it seems to me you have 
given the various sources of distribution 
of the hardware industry a workable and 
practical program in your very timely plat- 
form. 

From the angle of the retailer it appears 
to me the first part of Section 3, “Though 
distribution costs could and should be re- 
duced,” is most essential, in order that the 
wholesalers’ costs to the retailer can be 
such as to place the retailer in a position 
to meet ordinary competition. 

Congratulations, and may the purpose 
of the platform prove successful. 


Harry D. Kaiser, 
Kaiser Brothers 





Warren, Pa.—We are heartily in accord 
with the Harpware Ace Platform as a 
whole. We would particularly stress point 
No. 4. The manufacturers must, if they are 
going to sell both chain store and inde- 
pendent, give the independent store equal 
values so they can compete with the chain. 
All things being equal we will take our 
chance competing with any chain store. 

We do not exactly agree on point No. 7, 
where the dealer operates a repair depart- 
ment and charges enough to make a profit 
—he will create more dissatisfaction than 
good-will. There are enough tradesmen to 
take care of the repair business and we 
prefer to sell the material to them for 
making the repairs. If the average store 
with a shop will charge all the expenses 
to the department that should be charged, 
it will show a loss. 

J. S. Ruopasercer, President, 
Pickett Hardware Company 





ALLIANCE, OH10.—We have just received 
a copy of the Harpware AcE Platform. We 
have read it carefully and can conscien- 
tiously indorse it, especially the fifth, 
sixth and ninth paragraphs. We feel that 
the keynote has been struck in these three 
paragraphs. We have full confidence in 
the future of the hardware business and 
think with hard work and persistent effort 
we have a good fighting chance. 

J. V. Hawk, 


Alliance Hardware Company 





Conneaut, On10.—Every hardware deal- 
er should support this platform. 
ArtTHurR Harpware Company. 


AsHTABULA, OHI0.—I am interested in 
your Harpware Ace “platform.” Of 
course, I cannot find any fault with what 
you have already stated but I do believe 
that you have not gone far enough. I think 
your platform should have a little more 
“fight” in it and not so much mere stating 
of facts. 

For one thing, I believe that it does not 
state the fact that a jobber should be a 
jobber, or wholesaler, and should stay out 
of business that belongs to the retail deal- 
er. This is one of the most serious abuses 
in the hardware world today, and one on 
which a battle must be made, as it is grow- 
ing. It is very well to insist upon the 
“manufacturer to wholesaler to retailer” 
movement, but if it becomes “manufacturer 
to wholesaler to consumer,” the retailer is 
in ihe same plight as the man who hunts 
snipe in the dark. 

We also feel that there should be a more 
definite stand taken on price competition 
merchandise. There are still a great many 
articles on which it is possible for other 
classes of dealers to undersell the retail 
hardware dealer and we believe that this is 
a proposition which should be handled for 
the most part by the jobber who can place 
a greater amount of pressure than the re- 
tailer, who of necessity cannot talk in the 
same figures as the jobber. 

We are, of course, with you in all things 
which tend to help general business rela- 
tions and put the hardware business on a 
more- efficient basis. Your platform is no 
doubt a step in the right way, but let’s 
roll up our sleeves, take off our hats, and 
plunge into the battle for all we are worth 
because it has reached that stage. 

Dow W. MitcHELL, 
The Mitchell Hardware Company 





Rocuester, N. Y.—Mr. Shelton Weed’s 
letter (HarpwareE AGE, Nov. 10, 1932, page 
33) has expressed our company’s indorse- 
ment of the HarpwareE AcE Platform. 

We have emphasized many of the points 
in this platform for a number of years. 

The writer is particularly interested in 
No. 2, for in the final analysis profits are 
only made on sales. 


R. O. Roserts, Vice-Pres., 
Weed & Company 





PittspurcH, Pa.—I think you have sized 
up the situation very sensibly in the Harp- 
warE AcE Platform. I might possibly get 
into an argument with you on article No. 3 
where you refer to a possible “compromise 
by further development of jobber-owned 
retail stores or dealer-owned jobbing 
plants.” 

I do not think either method has worked 
out very successfully in the past few years. 
Of course there is a good deal to be said 
on both sides, but nowadays it seems to 
keep a man pretty busy to take care of his 
own individual business rather than at- 
tempt to spread out. 

I believe that with proper cooperation on 
the part of the retailer with his local job- 
ber—better results may be obtained by both 
branches of the trade, rather than the 
spreading of any movement toward collec- 
tive-buying or collective-selling. 

A. J. BrHter, 
President and Treasurer, 


James G. Lindsay 
Hardware Co., Inc. 
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The Compensation of Salesmen 


HERE is a trend in salesmen’s 

compensation toward methods 

providing an inducement for 
extra effort. Automobiles usually 
furnish salesmen with the most pro- 
ductive means of transportation. 
Unlimited expense accounts are al- 
most a thing of the past. These and 
other related facts were developed 
in a study of salesmen’s compensa- 
tion, just completed by the Domestic 
Trade Dept., Los Angeles Chamber 
of Commerce, Los Angeles, Cal. Re- 
ports, on which the survey was 
based, were received from 183 Los 
Angeles manufacturers, wholesalers 
and dealers. 


The Use of Autos 


Salesmen traveling by automobiles 
make more calls and a greater num- 
ber of sales than do men using other 
means of transportation. The sales- 
man’s expense account increased as 
the automobile replaced train travel. 
However, the general increase in sales 
more than offsets this added cost. 
Employers furnishing automobiles, 
or encouraging salesmen to use their 
own cars, should consider: 1] — 
Whether the possible market for the 
product is a widely scattered one, or 
composed of customers in close prox- 
imity. 2—Local conditions, such as 
climate, roads, and operating costs 
determined by gas and oil. .3—Char- 
acteristics of the salesman, and 
whether or not he is hurried by the 
automobile, with resulting loss of 
time and effort spent in interviews. 
4—Type of automobile involved. 

Within the past few years, the num- 
ber of firms giving their salesmen 
an unlimited expense account has 
decreased almost to the vanishing 
point, among those interviewed. A 
general feeling exists that salesmen 
need not stop at expensive hotels. 
but rather at comfortable “commer- 
cial” houses. 

The daily expense report should be 
made as simple as possible to en- 
courage prompt filing by salesmen. 
The report should combine calls, 
sales and expenses. The salesman 
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(Findings of a Los Angeles Study.) 


receives, at the end of the week, a 
report showing his sales volume, his 
expenses, and the gross profit to the 
house on his activities for the week. 
This gives the salesman an oppor- 
tunity to increase his rate of profit 
for the house, either by increasing 
sales, or reducing expenses. 


Supports Previous Study 


Findings also support the conclu- 
sions regarding compensation reached 
through a similar study among 475 
companies by Sales Management. 
These conclusions were: 1-—While 
there is every indication that the need 
for compensation adjustment has 
been felt, the changes are being made 
with some thought as to the probable 
effect when sales begin to climb. 2— 
Drawing accounts have been cut or 
eliminated, because advances are pil- 
ing up against unearned commissions. 
3—The compensation plan is receiv- 
ing careful attention because of its 
bearing on the morale and fighting 
spirit of the sales force. 4— The 
firms who have their men on a profit 
sharing basis appear to be having 
less trouble than those operating un- 
der other systems. 5—Salesmen on 
salaries have been cut from 10 to 20 
per cent. 6—-The changes in com- 
pensation plans put into effect in 
many companies have weeded out the 
low volume producers. It is am- 
phasized that the trend in compensa- 
tion methods is toward incentive 
plans, based on commissions, the 
bonus, or profit sharing methods. 

It was taken for granted that a 
plan of compensation for salesmen 
should: 1—Enable the salesman to 
maintain a standard of living com- 
patible with the people he must ap- 
proach. 2— Have the support of 
salesmen. 3—Be clear enough and 
simple enough to inspire the sales- 
man’s confidence and knowledge that 
he will receive fair treatment. 4—Pro- 
vide an incentive for the salesman for 
doing business. 5—Protect customers 
to the extent that salesmen will guard 
their chances for future orders and 


refrain from overstocking the buyer. 
6—Make some allowance whereby 
the salesman’s selling expense does 
not absorb the greater part of his 
earnings. 7—TIt must be made on a 
basis equitable to the house as well 
as to the salesman. The firm is not 
operated solely for the benefit of the 
sales force. 8—It must be flexible 
enough to enable the salesman to in- 
crease his earnings as he becomes 
more efficient. 9—The essence of the 
compensation plan must be to en- 
courage the salesman to sell goods, 
earn the good will of customers, and 
return a profit to the firm, at the 
same time enabling him to increase 
his earnings. 

A summary of the complete study 
shows that 100 Los Angeles firms 
pay straight salaries; 78 pay on a 
commission basis, and five use a 
profit sharing plan. Drawing ac- 
counts are advanced by 67 firms, three 
make advances in some instances, and 
eight do not advance drawing ac- 
counts under any circumstances. 


Reduced Earnings 


Reduced earnings for salesmen 
during the past year were reported 
by 150 firms. Thirty firms reported 
thate no wage reductions had been 
made, and three concerns did not 
reply to this question. 

Changes in methods of compensa- 
tion during the past 12 months were 
reported by 40 firms. 

One hundred and thirty-two firms 
reported salesmen using own cars, 
40 reported owning their salesmen’s 
cars, and 11 stated that they own 
some of the men’s cars. 

On car expense 43 firms pay a 
mileage rate (about 5c. to 6c. per 
mile), 30 firms pay a flat rate for 
car expense, usually about $50 per 
month, but ranging from $35 to 
$100. Nine firms pay gas, oil and 
upkeep. 

Entertainment expense is allowed 
by 86 of the concerns reporting, 
while 97 firms do not allow this item. 
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Samples of stories that appeared in newspapers 
dealing with subject of toys. 
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The Public’s Interest Focused on Toys 
by Industry’s Publicity Campaign 





Hardware Stores Benefit From General Interest and Can Adapt 
Campaign Ideas for Their Own Advertising and 
Window Displays 





HE consumer publicity cam- 

paign for toys, launched in 

September by the Toy Manu- 
facturers Association has been very 
successful. Newspapers throughout 
the country published thousands of 
illustrated articles dealing with the 
subject of toys. In addition to stimu- 
lating the toy demand during the 
approaching Christmas season, the 
publicity places the toy industry in 
a better position to compete with 
other industries bidding for the con- 
sumer’s all year buying dollar. 
Hardware merchants handling toys 
can share in the benefits in many 
ways. 

Newspapers served by the leading 
newspaper syndicates receive illus- 
trated toy articles prepared by the 
association. Most newspaper editors 
welcome this material because of the 
human interest appeal of stories and 
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pictures about toys and children 
playing with toys. If the local news- 
paper is not served by a syndicate, 
this material is available from James 
L. Fri, Managing Director, Toy 
Manufacturers of the U. S. A., 200 
Fifth Avenue, New York City. 
Many of the articles stress toys as 
necessary and essential for the men- 






tal and physical well being of chil- 
dren. Ideas can be taken from the 
articles and used in toy advertising 
copy. After the stories have ap- 
peared they can be mounted on 
window cards for use in toy window 
displays. 

In addition to the newspaper pub- 
licity, toys are being featured in a 
number of radio addresses presented 
over nation-wide networks. Leading 
newsreel producers have distributed 
toy feature films to theatres through- 
out the country. 

Commenting on the campaign, Mr. 
Fri said: “There is reason to believe 
that it will increase toy sales if re- 
tail stores maintain adequate stock. 
Conservatively the visible supply of 
toys on dealers’ shelves and in 
manufacturers’ warehouses is 40 to 
50 per cent under last year. Our 
shopping report one week before 
Christmas last year showed an out- 
of-stock condition for more than 35 
per cent of the toys that were in 
demand. Retailers attempted to fill 
in these gaps with old shop keepers 
and millions of dollars of sales were 
lost. Our shoppers’ report this year 
will show a still greater ‘out condi- 
tion,’ because buyers have not antici- 
pated their demands — have not 
placed orders in time to get the 
merchandise they will need. 

“The toy industry has an ad- 
vantage in its appeal. Even in a 
bad year there is reason to believe 
that toys will show less decrease than 
retail sales in general. Conservative 
estimates place the anticipated de- 
cline in retail toy sales this year at 
not more than 15 per cent of last 
year’s figures. It is obvious that sales 
cannot be realized (regardless of 
how much toy buying attitude is 
created on the part of the consumer) 
unless these toys, in good selections, 
are available throughout the retail 


field.” 








Beware of Bogus Subscription Salesmen! 


Martin A. Schuette, hardware merchant of Amboy, IIl., was victimized by 
a man who falsely represented himself as a subscription agent for HARD- 
WARE AGE. This man is reported as a fast talker, and promises all kinds 
of extras in connection with a year’s subscription to this publication. 

All hardware men are here warned not to give cash to anyone for subscrip- 
tions to HARDWARE AGE unless convincing credentials are presented. All 
representatives of this publication have ample evidence of their affiliation 
and will be able to establish their identities to your satisfaction. 


—tThe Publishers. 
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(AN EDITORIAL) 


Don’t Be a Job Killer! 


If American distributors persist in putting American 
workers out of their jobs by buying foreign goods, 
those same distributors are putting themselves 


HREE hundred American 
{ke lost good jobs in 

a Buffalo, N. Y., miniature 
lamp factory last month. They 
had steady work at good wages 
and spent their earnings in Amer- 
ican stores to buy hardware, 
paint, housefurnishings, food, 
clothing and the other necessities 
of life. For many years that fac- 
tory made decorative miniature 
lamps to hang on Christmas trees 
in American homes. The quality 
was the best. The lamps sold at 
a price which gave the consumer 
good value; gave the wholesaler 
and retailer adequate margins 
and paid wages to those workmen 
who now roam the streets without 
work. 


This is not a depression story. 
It’s another case of American 
wholesalers and retailers elimi- 
nating their own customers—the 
American workmen— by giving 
their miniature lamp orders to 
importers of cheap Jap lamps. 
The Jap lamps are cheaper in 
price and quality. The margins 
for distributors are much less, 
and the aggregate sales no great- 
er. The Jap male workers aver- 
age $250 per year against the 
American lamp worker’s $1,500. 
Their female workers average 
$100 against the American $800 
per year wage. Nobody gets 
much out of this situation but the 
importer. He gets a commission 
and will enjoy a Merry Christ- 
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OUT OF BUSINESS, TOO. 


mas. Those unemployed Ameri- 
can workmen will probably get 
their Christmas dinners on the 
bread line. On their weary and 
cold way as they trod toward the 
“handout station,” little Japanese 
Christmas tree lights on Ameri- 
can Christmas trees in American 
homes will blink at them and 
mock them—your customers. As 
Frank B. Rae, Jr., says in Elec- 
trical Merchandising, “How the 
slant-eyed Santa Claus must chor- 
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tle at that one! 


But three hundred American 
workmen out of jobs is only part 
of the story. The total unem- 
ployed American workers af- 
fected by the Jap lamp in- 
vasion is 1595, which is 60 
per cent more than are out 
of work because of business con- 
ditions. Last year in the entire 
lamp industry, American workers 
lost nearly $2,000,000 in wages. 
This year the loss is estimated to 
be $500,000 greater. These fig- 
ures are based on the importation 
of Jap lamps, large and small. 
These were made by Jap workers, 
who sell their wares through, but 
do not spend their miserable 
wages in American stores. 


From a reliable source we 
learn that American consumers 
“SAVED” $1,900,000 in the pur- 
chase price of Jap lamps, but 
“SPENT” $11,000,000 more for 
the current which they consumed. 
This was no service rendered to 


American consumers. They paid 
more before they were through 
using these Jap lamps and forced 
American workmen into the 
street. The consumers would not 
buy imported lamps, large or 
small, in preference to American 
lamps, if the full and true story 
were told them. Only the retailer 
comes face to face with consum- 
ers when the buying is done and 
on the retailer falls the heavy re- 
sponsibility of telling and selling 
the American made merchandise 
story to the American consumers. 


The success of the cheap Jap 
lamps has encouraged Soviet 
Russia and China to enter the 
field. Their lamps have flooded 
European markets and will prob- 
ably enter the American market 
in, a short time. 


American labor cannot exist in 
America on the incomes of Japa- 
nese, Chinese or Russian labor. 
You wouldn’t want them to try it. 
American wholesalers and retail- 
ers cannot exist unless American 
workers have steady work at de- 
cent wages. There is no other 
way to maintain buying power in 
this country. 

If the American distributors 
persist in putting American work- 
ers out of their jobs by buying 
foreign goods, those same distrib- 
utors are putting themselves out 
of business too. 


Don’t Be a Job Killer! 
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Give Mother a 
Vacuum Cleaner 


Many times through many years 
mother will have occasion to be 
glad you chose so splendid a gift as 
a— vacuum cleaner. Power- 
ful, ball-bearing motor, motor- 
driven brush that picks up lint, 
thread and dirt. More vibrating gets 
the dust quicker. The price is only 
Time payments may be 








arranged. 


YOUR STORE NAME 














Fireplace Furnishings 
Make Fine Gifts 


Beautify the fireplace and _ the 
whole family will enjoy your Christ- 
mas gift. 


Fire sets of hand-wrought design. 
Cast iron, antique brass finish, in- 
clude brush, poker, tongs, shovel and 
stand, are ————. 


Andirons in burnt antique brass 
have rugged beauty. They’re only 





YOUR STORE NAME 



















HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every chardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER CUTS 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when ordering ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. 

Your local printer can furnish you with “Stock Cuts” for use with most of 
these ads; or can have an engraver make line cuts direct from these pages. 
You will also find it practical to obtain —— trade mark cuts featuring 
the actual brand and models of the merchandise you handle. Your jobber 
can help you get such cuts from the manufacturer whose lines you sell. 


Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 








Gifts to Please All Men 


Our sporting goods department offers many oppor- 
tunities for pleasing men—skates,-snowshoes, skis, fish- 
ing rods, guns and many other items of dependable 
quality are very moderately priced. 











White Ash Good Pocket Popular Make 
Skis Knives Razors 
Second growth, edge Stainless steel knives All of the favorite 
grained white ash with bone stag han- safety razors in the 
skis, heavy leather dies, nickel plated new styles at prices 
toe straps, are—— bolsters, linings and from — o— 
Choice white hickory shield —--- Razors of fine tem- 
skis, beautifully fin- Other knives are pered steel, with 
ished, very strong, priced from ——— honed point, and 
are -— to ——- ivory handle ———— 


YOUR STORE NAME 
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ADS THAT WILL HELP SERVICE 


YOUR CHRISTMAS BUSINESS 


es ee 
Favorite Toys 


Inexpensively Priced 





























When you select an electrical gift at sh& Fine assortments and very 
(store name) you can always be sure of Es moderate prices make our toy 
complete satisfaction through long use, fe department a most popular place 
for we have only those makes that are p. for thrifty folks, And don’t 
dependable. You can be proud to give # forget the youngsters will enjoy 
: a visit here, too. 


Lovab!e dressed 
dolls that cry 
and go to sleep; 
real hair wig; 
organdie dress 
and bonnet, 
composition legs, 
arms and head, 
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‘ Ys Doll carriages ~ 
Eiensinng Pads Irons of flat fiber are 


Solid copper adjust- Three-heat switch; Chromium plated fin- 

able reflector; 660- size 12 x 15 inches, ish that will not 

watt removable safe to use; wash- tarnish; long-lasting ‘ 
screw type element. able cover included. heating element. 

For any 110-120 volt Will wear for years Complete with cord 

eurrent’ - —— — a 
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Our Housewares Section CS utliiitiaeen hale oliles 


with leather straps and balloon type 
wheels; special at —-———. 


—a Mecca for Gift Seekers 


Coming directly to our Housewares Section for practical, 
inexpensive gifts will save you hours of search and worry 
and assure you of pleasing many on your gift list. 





DD18 
Strong sleds with patented steering 
are only ————. 


DD12 DD14 





Health Scales Tea Pots Console Sets 


Smooth 7% in. dial Glazed finish, with Five piece glass con- 
platform of smooth attractive decora- sole sets that make 
eomposition; finished tions; five cup a charming decora 
in attractive colors; capacity - —-— tion for the table or 
weigh up to 300 lbs. sideboard. Green or 7 DD19 
Only —————— umber — ; 





Erector sets in various sizes, from 


—— to ———. 


YOUR STORE NAME; Your Store Name Here 
SO 
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A REGULAR FEATURE 
OF HARDWARE AGE 


Hlow’s me Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 

shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











Nov. 22, 1932. 


D ESPITE the very moderate flow 

of buying in these days, there is 
a cheering steadiness of demand 
all along the line, with no indications 
of trade falling back toward the lows 
of the past summer. The election was 
most decisive, and no longer serves as 
an excuse for deferred placements. The 
immediate subsidence of any pre-elec- 
tion bogeys followed the nation’s sane 
and general habit in past presidential 
years. There seems to be assured feel- 
ing that our interim session of Con- 
gress will not complete any dangerous 
enactments. 

The trend of retail prices continues 
downward from last year’s levels, with 
few exceptions, and the marvel is that 
relative dollar values of retail sales this 
fall keep up as well as they do. The 
hardware man has probably a cleaner 
house than ever before, and most mer- 
chants are in position to handle new 
and profitable Christmas stocks with- 
out embarrassment. 


Reviews Report Favorable 
Trend 


Commenting upon business immedi- 
ately following the election, leading 
trade reviews report the atmosphere 
now clarified, a resumption of gradual 
trade expansion, and steadiness of re- 
tail business. A broadening of the sea- 
sonal revival is expected right up to 
the close of the year. The recent en- 
couraging recovery in basic commodity 
prices gives evidence that buyer hesi- 
tation in some markets may be broken 
soon, as both wholesalers and retailers 
are carrying inventories substantially 
lighter than those of former years, and 
supposedly inadequate to meet any long 
sustained demand. 

Reports from the leading centers of 
distribution reveal that buying during 
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the week was cautious, with transac- 
tions in nearly all directions on a modi- 
fied scale. Variable weather was a fac- 
tor in sales, cooler days stimulating 
trade sharply. Chain, retail and de- 
partment stores report a volume of busi- 
ness in general below the same period 
of last year but fully as good as any 
time during the past four months. 


Steel, and Factory Activities 


Advices to Bradstreet from a num- 
ber of scattered cities indicate progress 
of a positive character. Cleveland steel 
plants are operating on a 36 per cent 
basis, with employment improving 11 
per cent during the last forty days. 
Much greater requirements for new au- 
tomobile models now being put into 
production were almost alone in sus- 
taining steelmaking operations at a 21 
per cent country-wide average in the 
week of Nov. 12. 

An element of strength is derived 
from the fact that United States Steel 
Corp. unfilled orders increased Oct. 31 
for the third consecutive month despite 
a higher rate of production. Septem- 
ber output of steel ingots, at 17.3 per 
cent, was a gain of 3 points over Au- 
gust; October at 19 per cent was a 
rise of almost 2 points; the first half of 
November has averaged 21 per cent. 

From the lighter industries reports 
are encouraging. In ‘Philadelphia, 
hosiery mills are working full time and 
have enough back orders on hand to 
keep them busy to the end of the year. 
Louisville reports state that leading to- 
bacco manufacturers are working over- 
time to supply the demand. Kitchen 
cabinet and novelty furniture makers 
have a good volume of business, with 
a backlog which will keep them busy 
for thirty days. An increase is noted 
in the production of electrical appli- 
ances, and activity continues very sat- 
isfactory in nearly all shoe and textile 
lines, and in the making of most house 
furnishings. 


Building Contracts Show 
Drop 


Building statistics indicate that the 
volume of construction in the United 
States this year will total less than one- 
quarter of the average of the building 


boom years, 1925 through 1928. The 
slump in residential building has been 
particularly severe. This year’s con- 
tracts, based on F. W. Dodge figures 
for the area east of the Rockies, will 
aggregate only $300,000,000, the low- 
est since before the World War. 


Drop in Installment Buying 


Because of the severity of the times, 
Standard Statistics finds that purchases 
of goods on deferred payment plans 
have declined sharply. The fact that 
installment merchandise, in the main, 
falls in the more costly classifications 
accounts for the greater than average 
recession of public demand for these 
lines. The decreased volume of install- 
ment buying of automobiles, in partic- 
ular, demonstrates not only the drop in 
the number of motor cars sold, but also 
the increasing concentration of pur- 
chases in the lower priced classes. 


Banking and Credits 


A most important factor which dem- 
onstrates the vitality of business is the 
sustained downward trend in commer- 
cial and bank failures. The Bradstreet 
failures index, which allows for sea- 
sonal trends, has declined 22.2 per cent 
during the last ten weeks. At this time 
of the year business failures normally 
rise somewhat—but instead of mount- 
ing this year they have been heading 
steadily for lower levels. The compari- 
son with last year is also favorable. 

During the four weeks ending Nov. 
3, commercial failures totaled 1861 as 
compared with 2111 for the same period 
in 1931. In bank failures the improve- 
ment is still more striking. Twenty-two 
banks closed in the week ending Nov. 
3, as compared to 27 in the previous 
week and 53 in the corresponding week 
of 1931. Taking all the four weeks of 
October, the total of bank failures was 
97, a reassuring contrast to the 326 
which failed in the same period of 1931. 

Salutary changes in bank credit were 
noticeable during the past weeks. New 
York banks have increased their ac- 
commodations to the community by ap- 
proximately $700,000,000 since the low 
of the depression in early July. This 
release of credit has now been fol- 
lowed by further grants from interior 
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institutions. In spite of this striking 
growth of credit the reserves of Fed- 
eral member banks have actually ex- 
panded. 

So abundant is this basic credit that 
it brings an annual rate of only one- 
eighth of one per cent in the market. 
Its latent possibilities of expansion are 
tremendous. On the basis of past ex- 
perience each dollar of central bank 
credit may support approximately $15 
of deposits. The Federal Reserve Banks 
by maintaining low discount and open 
market rates and by refusing to ab- 
sorb surplus funds, are imposing a tre- 
mendous passive pressure upon member 
institutions to expand in credit grants. 


Commodity Index Rises 


A moderate rise of 0.4 points from 
the previous week lifted the Annalist 
weekly index of wholesale commodity 
prices to 88.9 on Nov. 7, interrupting 
the unbroken decline of the eight pre- 
vious weeks. Most groups were little 
changed, but livestock, the leading 
grains, sugar and other food products 
showed appreciable gains, while fuels 
lost a half point. Butter and eggs have 
been noticeable in their recent rise, and 
to that extent the farmer’s pocketbook 
is receiving needed replenishment. 


Signs of the Times 


Heavy engineering construction con- 
tracts reported by Engineering News- 
Record for the week ended Nov. 7 total 
$46,268,000, the largest weekly volume 
reported so far in 1932. 

The United States in September had 
a favorable balance in foreign trade 
(excess of exports over imports) of 
$33,578,000, as compared with $9,843,- 
000 in September last year. Cumula- 
tive figures for the 1932 nine-month 
period showed a favorable trade bal- 
ance of $173,171,000 as compared with 
a favorable balance of $223,100,000 for 
the same period of last year. 

Year-end decline in the nation’s 
freight traffic is proving less than sea- 
sonal. The decline in car-loadings for 
the week ended Nov. 5 was 29,259 cars, 
or 4.7 per cent. In the prosperous 
years from 1925 to 1929 car loading de- 
clined on an average of 60,000 at this 
season, more than double the recession 
this year. 

Increased orders for Pyrex glass 
ovenware, following the reductions in 
prices announced Oct. 10, have enabled 
the Corning Glass Works, Corning, 
N. Y., to call 170 additional men back 
to work in the company’s plant. 

Early November purchases of hides 
in the Boston market were taken at an 
advance of 1% cent, the advance seem- 
ing genuine rather than speculative. 

Estimated sales of vacuum cleaners 
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during August amounted to 30,088 
units, according to Secretary C. G. 
Frantz of the Vacuum Cleaner Manu- 
facturers’ Association. Sales for the 
previous month were 21,697 units. Au- 
gust sales more closely approach the 
cleaner sales of the corresponding 
period of 1931 than any other month 
this year. 

Warren S. Hayes, secretary of the 
Clock Manufacturers’ Association of 
America, has announced that 1,633,185 
electric timepieces were produced dur- 
ing the first half of this year. Last 
year’s sales were 2,800,000 units. 

Department store sales show an in- 
crease from September to October of 
about, the estimated seasonal amount. 
In comparison with a year ago the value 
of sales for October was 21 per cent 
smaller. The aggregate for the first ten 
months of the year was 23 per cent 
smaller than for the corresponding 
period of 1931. 

Evidence of the improvement in mer- 
chandising was presented by the Octo- 
ber sales report of Montgomery Ward. 
Sales showed an increase of approxi- 
mately 35 per cent over September, the 
largest gain over a preceding month 
since December, 1930. Woolworth’s Oc- 
tober gain was about 14 per cent, while 
Sears sales were somewhat below Sep- 
tember. 


Hardware Observations 


Last week were announced the slight- 
ly revised price schedules of all manu- 
facturers of screen cloth, poultry net- 
ting and hardware cloth, affecting early 
1933 business. Steel screen cloth, both 
painted and galvanized is marked up 
15 cents per hundred square feet from 
last spring’s lowered basis. Bronze and 
copper cloth are reduced 50 cents per 
hundred square feet. Some wholesalers 
are pricing by the roll for the dealer’s 
convenience. There is considerable sen- 
timent for a later abandoning of the 
square foot selling unit. 

Poultry netting is quoted at net prices 
per roll, only a shade above the figures 
of the season just closed, and the use 
of a similar “per roll” method on both 
lines seems logical. Hardware cloth is 
quoted unchanged from last season’s 
opening prices, but shows some mark- 
up from the lowest concessions during 
the past year. 

New price sheets for 1933 were also 
issued Nov. 10 by the leading makers 
of screen doors and screens. Declines 
were figured on full-size window screens 
and on combination doors, but quota- 
tions of the past season are confirmed 
without change on the popular selling 
screen doors and on adjustable window 
screens. 

Continued price cutting on latches 
and padlocks by some of the smaller 


makers has caused a further weakness 
in this market, with prices very unset- 
tled. A break in the lock-set market 
also developed when some “close-outs” 
were offered below the regular schedule, 
followed by one of the leading makers 
meeting with the close-out prices. The 
market is very upset, but with quota- 
tions being varied according to the na- 
ture of the inquiry. 

Linseed oil was lowered a little at the 
close of the Nov. 12 week, in order to 
place prices nearer to the actual sell- 
ing basis, but crushers are still willing 
to shade the price a point or two on 
worth-while orders. 

Dry colors are without any particu- 
lar change and business is still rather 
spotty. It is expected that manufactur- 
ers will announce prices soon on 1933 
contracts. The varnish gum situation 
remains unchanged and prices are hold- 
ing firm. Shellac prices are also steady, 
but the demand is small. Naval stores 
are moving within a narrow range. 

The sheet zinc market is still con- 
trolled by a few large manufacturers, 
and the price will undoubtedly con- 
tinue at the basis established sixteen 
months ago unless there should be a 
rise in slab zinc. 

Since the recent advances in cotton 
twine and sash cord, there has been a 
reaction in the cotton market, not yet 
followed by a corresponding reduction 
in these manufactured lines. Whole- 
salers who made only a partial advance 
during the rise are, in some cases, still 
below today’s resale market. 

Sales are improving, both for home 
and gift use, on automatic toasters, 
waffle irons, mixers and other electrical 
table appliances. Light-weight auto- 
matic irons are having a great call. The 
vacuum types of coffee makers are in- 
creasingly popular sellers among the 
better retail stores this season. 

Wholesalers report also a larger de- 
mand for butcher, household, skinning 
and sticking knives, which indicates 
that the farmer is doing his own butch- 
ering to take care of his home table for 
the winter. 

Sales are especially good on a high- 
brade_nickel-plated steel household 
shear to retail at $1. The market has 
been flooded with cheap cast iron shears 
with colored enameled handles, sold 
largely in drug chains, and department 
and syndicate stores, but with a most 
unsatisfactory service record. This busi- 
ness is now coming back to the hard- 
ware store on a quality basis. 

December is one of the best months 
in the year for the sales of alarm, man- 
tel and boudoir clocks. Wholesalers 
and manufacturers are co-operating in 
offering attractive window display and 
price card helps for the dealer. 
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RMA TO HOLD NO TRADE 
SHOW IN 1933 


At the recent meetings of the 
board of directors of the Radio 
Manufacturers’ Association, held 
in New York City, it was de- 
cided to have no radio trade 
show in 1933 to determine 
whether the radio business is re- 
tarded by such a plan. The 
hoard also voted to found the 
RMA Engineering Institute. un- 
der direction of Franklin Hutch- 
inson, chairman, RMA Engineer- 
ing Committee. , The institute 
will comprise five leading engi- 
neers to be approved by the 
board. It will give its approval 
to receiving sets, of RMA mem- 
bers. which are manufactured 
in accord with specifications 
adopted by the Institute and the 
RMA directors. A label indi- 
cating approval will be attached 
to sets so approved. 

At the same meetings of the 
RMA the board of directors and 
the receiving set, tube and parts 
divisions of the RMA adopted a 
resolution calling on radio patent 
licensors to take adequate action 
against unlicensed manufactur- 
ers, as a protection for retailers. 
ACE HARDWARE LEASES 

LARGE WAREHOUSE 


The Ace Hardware Corp., 355 
W. Ontario St., Chicago, Tll., has 








EEE 





leased more than 20,000 square 
feet in the Hall Industry Build- 
ing, 466 W. Superior St., Chi- 
cago, Ill. This doubles the com- 
pany’s present warehouse space, 
and is necessary to take care of 
increasing volume and to permit 
affiliation of additional stores, 
with which negotiations are pro- 
gressing. 

Immediately after the first of 
the coming year offices will be 
moved to the new location. 





PHILADELPHIA PAINT 
SALESMEN ELECT 


Ralph G. Ebeling was elected 
president of the Philadelphia 
Save the Surface Salesmen’s Club 
at the Nov. 4 meeting held at the 
Rittenhouse Hotel, in that city. 
Other officers elected are: Vice- 
presidents, C. P. Morris and D. 
J. Healy, and secretary-treasurer, 
Harry Lowsenstein. Directors 
are: W. E. Cannon, Dunning 
French and F. S. Havens. Edgar 
S. McKaig gave an interesting 
ialk on the life of William Penn. 
SUTCLIFFE CO. AGENT FOR 

RADIO CHASSIS, INC. 


Radio Chassis, Inc., New York 
City, radio receiving set manu- 
facturers, have announced ap- 
pointment of Sutcliffe Co., Louis- 
ville, Ky., as its southern terri- 
tory distributors. 





Trade Commission Condemns | 


“Chicago Appraisal Plan” 


The Federal Trade Commis- 
sion has condemned the “Chi- 


cago Appraisal Plan” operated | Chicago district is done by mem- 
by the machine tool distributers | bers of the association. 


of the Chicago district. A “cease 
and desist” order of the commis- 
sion was announced Nov. 10 and 
forbids the adoption of the plan 
or “of any other plan whereby 
members suppress or restrict 
competition between and among 
themselves in bidding for 
appraising used machinery of- 
fered in trade as part paymeni 
for new machinery.” 

Members of the organization, 


formed late in 1928, do business | 
Western States. | 
| a sale of new machinery to the 


in six Middle 
They deal in machine tools. Ac- 


cording to the commission, ap.- | 


proximately 85 per cent of the 
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| 


| . . 
| machinery which has been of- 


| 
| 


or | for new machinery. 


| 
| 


| 


| exchange with each other their 


total volume of business in new 
machine tools transacted in the 


Under the Chicago Appraisal 
Plan the member distributers 
register with a central office or 


firm bids or appraisals on used 


fered to them as part payment 
The mem- 
ber making the first or the high- 
est appraisal or bid accepted or 
purchased the used machinery. 
The commission said that the 
member paid cash regardless of 
whether or not the bidder made 


customer offering the used ma- 
chinery as part payment. 





Industrial Rehabilitation Work 
Lists $70,875,000 to Be Spent 


More than $70,875,000 will be 


expended for new machinery, 


equipment an@ plant facilities 


and for general remodeling and 
modernization undertakings by 
companies which have thus far 
reported to the Committee on 
Industrial Rehabilitation, of 
which A. W. Robertson, West- 
inghouse Electric & Mfg. Co., is 
chairman. 

Mr. Robertson has made pub- 
lic a list of manufacturing com- 
panies and other business organi- 
zations that have responded to 
the committee’s program for in- 
dustrial modernization launched 
late in August. 

“Expenditures noted in_ this 
report,” said Chairman Robert- 
son, “are for operations ranging 











_DAN C. SWANDER 


SWANDER NAMED PRES. 
SHAKER HEIGHTS CLUB 


Dan C. Swander, president, 
Columbian Vise & Mfg. Co., 
Cleveland, Ohio, was recently 


elected president of the Shaker 
Heights Country Club of that 
city. 


BUYS BUSINESS 


Alexander Davidson, Jr., has 
purchased the stock of the late 
William L. Ellis, Newtonville, 
Mass., and will conduct the busi- 
ness at the old location under the 
name, Davidson Hardware Co. 





| opportunities 





all the way from the construction 
of new plants and the installa- 
tion of new machinery, equip- 
ment and plant facilities to the 
improvement and remodeling of 
retail business establishments. 

“These first totals only scratch 
the surface and do not include 
literally thousands of small mod- 
ernization undertakings which 
have been reported by telephone 
and by mail to committees in 
all of the Federal Reserve dis- 
tricts. Working on the basis 
that manufacturers who have the 
advantage of available cash or 
liberal credit facilities should be 
approached first, the committees 
in the 12 Federal Reserve dis- 
tricts and in the industrial areas 
within their boundaries are visit- 
ing these manufacturers and urg- 
ing them to survey their plants 
from the standpoint of their 
modernization needs. The move- 
ment is strengthened, and its 
for success in- 
creased, by general agreement 
among committee chairmen and 
workers to ‘take their own medi- 
cine’ and look into their own 
plants for rehabilitation oppor- 
tunities. The response to this 
phase of the job has been most 
encouraging. 

“Expenditures for moderniza- 
tion of industrial plants and of 
retail places of business strike 
at the heart of the unemployment 
problem, since they affect favor- 
ably the present plight of 1,620.- 
000 unemployed workers in 
plants devoted to the manufac- 
ture of machinery, equipment 
and plant and store facilities cov- 
ering a wide range of need and 
usefulness. The movement ap- 
peals, of course, to the self-inter- 
ests of the manufacturer and the 
merchant alike, urging ‘them to 
modernize now, at a time when 
equipment is low in eost and 
when changes may be made with 
a minimum of disturbance to 
production or operation. Such 
modernization, according to the 
conception of the national com- 
mittee program, places both 
manufacturer and merchant in a 
more favorable position to meet 
sales competition when good 
times return in full.” 
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BOY SCOUTS HONOR 
J. G. RALSTON 

J. G. Ralston, secretary-treas- 
urer, Reynolds Wire Co., Dixon, 
Hll., was recently honored by the 
Boy Scouts organization by being 
elected president of the Black- 
hawk Area Council. This area 
comprises Boone, Winnebago, 
Ogle, Whiteside and Lee Coun- 





J. G. RALSTON 


ties, including such cities as Bel- 
videre, Sterling, Rockford, Ore- 
gon and Dixon. More than 2200 
Scouts are numbered in the mem- 
bership of the council. 

Mr. Ralston has always been 
actively interested in the wel- 
fare of youth in his community, 
and in 1931 served as vice-presi- 
dent of the Lee County Divisiqn 
of the Blackhawk Area, Boy 
Scouts of America. 

Upon becoming president of 
the council Mr. Ralston assisted 
in conducting a drive to finance 
the budget for the ensuing year. 
He also is aiding in expanding 
Scouting activities in that area to 
encompass rural scouts of the 
smaller towns and farming com- 
munities in the district. 

Mr. Ralston’s interest in- the 
Boy Scout organization is par- 
ticularly commendable, in view 
of the fact that both of his chil- 


dren are girls. 





CLEVELAND PAINT CLUB 
HOLDS MEETING 


More than 130 members and 
guests attended the November 1 
meeting of the Cleveland Paint, 
Oil and Varnish Club, held at noon- 
time at the Carter Hotel. Among 
the guests at the speakers’ table 
were: C. C. Evans, president, 
Cleveland Chapter, Master Paint- 
ers’ Association, Ralph Hess, 
secretary of that group and E. V. 
Ladd, president, Cleveland Paint 
Production Club. L. A. Biddle, 
president of the Cleveland Paint, 





sistant secretary of the Navy, 
discussed politics. R. B. Robin- 
ette, Tropical Paint & Oil Co., 
discussed government expense, 
need of constructive work in the 
government today and the dic- 
tating of government policies to 
elected representatives. 





SWIFT REPRESENTS 
R. HERSCHEL 
Edward G. Swift, now repre- 
sents the Auburn, N. Y., Division 
of R. Herschel Mfg. Co., Peoria, 
Ill., throughout the New England 


territory. Mr. Swift is first vice- 
president of The Nutmeggers 
and also represents in the same 
territory the following com- 
panies: Buch Mfg. Co., Eliza- 
bethtown, Pa.; Eddy Plow 


Works, Greenwich, N. Y.; Ham- 
burg Plow Works, Hamburg, Pa.; 
Rugg Mfg. Co., Greenfield, 
Mass.; W. W. Dunbar, Forest- 
ville, Conn.; Cedar Hill Foundry 
Co., New Britain, Conn., and 
Hartwell Bros., Memphis, Tenn. 
Mr. Swift’s headquarters are at 
25 Woodcliffe Road, Newton 
Highlands, Mass. 





KENTUCKY WAGON MFG. 
CORP. CHANGES NAME 


The Kentucky Mfg. Corp., 
Louisville, Ky., has purchased all 
of the inventory, accounts re- 
ceivable, good will, dies, jigs, 
patterns, flasks, etc., of the Ken- 
tucky Wagon Mfg. Co., and will 
continue the manufacturing of 
that company’s former line of 
trailers, bodies and wagons. 


WESTERN GUN SIGHT CO. 
CHANGES ITS NAME 
The Western Gun Sight Co., 
Inc., 3315 Gilpin St., Denver, 
Colo., recently changed its name 





to Redfield Gun Sight Corp., in 
recognition of the services ren- 
dered the company by J. H. Red- 
field, founder, vice-president and 
general manager of the company 
and designer of most of its prod- 
ucts. J. H. Redfield has been 
manufacturing gun sights for the 
past twenty years. Some of the 
inventions of himself and of his 
brother Ed, introduced twenty- 
five years ago are still in use. Mr. 
Redfield has been at various 
times in his career a professional 
hunter, peace officer, sheriff and 
United States marshall. His 
father was a pioneer in °49. 

Other officers of the Redfield 
Gunsight Corp., Inc., are: presi- 
dent, W. C. Redfield and secre- 
tary, I. W. Redfield. 


1931 SAW PRQDUCTION 
SHOWED A DECREASE 
(From Our Washington Bureau) 
The value of saws produced in 


1931 was $8,509,436, f.o.b. fac- 
tory price, according to reports 
made to the Bureau of the Cen- 
sus by 76 establishments. This 
represented a decrease of 53.3 per 
cent as compared with $18,233,- 
237 reported for 1929 by 81 
plants. Of the total, $5,075,501 
represents the value of wood- 
working saws and $3,295,520 that 
of metal working saws. 


HARDWARE STORE FIRE 


Fire swept through the L. J. 
Schenck hardware store, Bald- 
winsville, N. Y., recently, causing 
damage estimated at $20,000. 
Ammunition stored on the second 
floor of the three-story *brick 
building exploded endangering 
the firemen. The fire, which was 
of unknown origin, started in the 
office of the company. 








NUTMEGGERS HOST TO DEALERS NOV. 9—WORLD 
TRAVEL TALK BY E. W. PELTON 


On Wednesday, Nov. 9, The 


Nutmeggers were host to the 
Connecticut Hardware Associa- 
tion, The Connecticut Paint 


Salesmen’s Club and the local 
Purchasing Agents’ Association, 
at the City Club, Hartford, Conn. 
President Jack Cobleigh, Norton- 
Pike Co., presided. Ernest W. 
Pelton, vice-president and super- 
intendent, The Stanley Works, 
New Britain, Conn., made the 
principal address, which was the 
story of some of his foreign 
travels. This he illustrated with 
motion pictures taken by himself 
during these journeys. Mr. Pel- 
ton was very interesting. He 
told of business methods, living 
habits, of government attitudes 
as well as the sight seeing fea- 


Oil and Varnish Club, presided at | tures of his visits to strange 
the meeting. places. 

David S. Ingalls, former as- During the turkey supper, 
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Carlton Phillips, L. S. Starrett 
Co., led the singing, a feature of 
which was the quartette efforts 
by Nutmeggers Gallagher, Mar- 
tin, Hoffman and Seamon. Ma- 
jority opinion on the singing and 
the song leading summed up 
briefly was “not good but loud.” 
For no good reason, Mr. Phillips 
was the victim of a mock trial. 
A guilty verdict unfairly ren- 
dered cost him one box of cigars 
which the others enjoyed. 

Brief comments were made by 
Nutmeggers Ed Jameson, Eagle- 
Picher Lead Co., as president of 
the Connecticut Paint Sales- 
men’s Club, Nutmegger Chas. J. 
Heale, editor, Harpware AcE, 
and by W. L. Thorpe, and Chas. 
R. Freeman, president and sec- 
retary respectively of the Con- 
necticut Hardware Association. 
About 40 men attended. 





Cc. W. GOODMAN REJOINS 
BURHANS & BLACK, INC. 


W. C. McClaskey, president 


and treasurer, Burhans & Black, 
Inc., Syracuse, N. Y., wholesale 
distributors, 


hardware has an 





CLAIR W. GOODMAN 


nounced that Clair W. Goodman 
is now director of sales for both 
the Buffalo Wholesale Division 
and Burhans & Black, Inc. For 
a number of years Mr. Goodman 
was sales manager for the Bid 
ley Hardware & Mfg. Co., Pitts- 
burgh, Pa. From 1909 to 1920 he 
was sales manager and manager 
of the wholesale division of 
Weed & Co., Buffalo, N. Y. He 
was sales manager of the whole- 
sale division, Burhans & Black, 
Inc., from 1921 to 1924. 

In 1924 Mr. Goodman returned 
to Weed & Co. in his former con- 
nection with that organization 
from which he recently resigned. 


GRUNOW CORP. ACQUIRES 
FOUR-STORY PLANT 


The Grunow Corp., Chicago, 
Ill., has acquired a_ four-story 
plant at 4127 George St., Chi- 
cago, for the production of 
household refrigerators. 


DEALER LEAVES PLANE 
IN ‘PARACHUTE DIVE 

Oscar P. Sutton, proprietor, 
Euclid Hardware Co., Euclid, 
Ohio, was recently piloting the 
airplane he hired for pleasure 
flights, when something went 
wrong with the plane making it 
necessary for him to “bail out.” 
Mr. Sutton made his parachute 
descent successfully. 

He had been practicing “spins” 
in preparation for taking a lim- 
ited commercial pilot’s license. 


PURCHASES STORE 
Geo. A. Patterson, Jr., has pur- 
chased and will operate the 
Windsor Hardware Co., Windsor, 
Conn. 
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GENERAL ELECTRIC 
SEEKS IMPROVEMENT 
IN RADIO ADVERTISING 


In an effort to improve the ad- 
vertising part of its Daily Circle 
Programs, to bring more people 
into dealers’ stores and to stimu- 
late interest in its products, Gen- 
eral Electric Co., Schenectady, 
N. Y., inaugurated a national 
contest on November 21 in which 
$1,000 worth of prizes will be 
given away weekly for a period 
of four weeks to listeners having 
the best suggestions on “How 
Would You Improve Advertising 
Over the Radio?” To enter the 
contest listeners will be asked to 
secure an entry blank from their 
nearest dealers selling General 
Electric products. 

The company states that this 
contest is the first one giving 
listeners the opportunity of ex- 
pressing opinions as to what they 
like best and why. It represents 
a serious attempt on the part of 
the sponsor to give the public 
what it wants. 

Since Ocober 15, the advertis- 
ing announcements on the Circle 
programs have been conducted 
by Heywood Broun, noted col- 
umnist and critic, who intends 
to model them from the best 
statements submitted by the 
listeners. 

In announcing the contest Mr. 
Broun said: 

“No country in the world of- 
fers radio programs as entertain- 
ing as those presented to the 
American public. Millions of 
dollars are spent in the prepara- 
tion of the program and the cost 
is borne by the sponsors. If 
broadcasting is to continue at its 
present level, this advertising 
must be a part of the program. 

“There is much criticism of 
the advertising now used on 
radio programs. It is said to be 
too dry, or too long, sometimes 
even offensive. We are now pre- 
senting the best program we can 
obtain and we are asking the 
public to supply the advertising 
so that it may be interesting to 
them and productive for the 
manufacturer.” 


DEMAREST, IRON CITY 
TOOL WORKS AGENT 


H. M. Demarest, 41 Mt. Pleas- 
ant Ave., Newark, N. J., manu- 
facturers agent well known in 
eastern territory, member of 
Hardware Boosters, will again 
represent The Iron City Tool 
Works, Pittsburgh, Pa. The line 
includes picks, crow bars, sledge 
hammers and general lines of re- 
lated heavy hardware. As before 
Mr. Demarest will cover New 
York State, New Jersey, and 
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H. M. DEMAREST 


Philadelphia, Pa. Mr. Demar- 
est is a past president of the New 
York State Hardware Associates. 


PAINT CLUB DISCUSSES 
NATIONAL, CONVENTION 


One hundred and fifty members 
and guests attended the Nov. 10 
meeting of the New York Paint, 
Oil and Varnish Club, held at the 
Hotel Commodore, New York 
City, with R. M. Roosevelt, presi- 
dent of the club, conducting the 
meeting. Stanley H. Doggett, 
vice-chairman of the delegates to 
the forthcoming national conven- 
tion in Washington, D. C., re- 
ported on final plans for the New 
York club’s participation at the 
annual sessions. H. E. Hendrick- 
son, treasurer of the organization, 
gave his report on the financial 
condition of the club. 

Mr. Roosevelt reported that the 
executive committee had dis- 
cussed the problem of providing 
more attractive entertainment 
programs. He requested that 
members write him as to their 
preferences for all business ses- 
sions or meetings having serious 
discussions and _ entertainment. 
Old-time members of the organ- 
ization compared past activities 
with present-day meetings. A 
lively discussion resulted. 

Harold C. Keyes, former mem- 
ber, United States Secret Service, 
and member of the personal body- 
guards of Presidents Wilson, 
Harding and Coolidge, was guest 
speaker. Mr. Keyes discussed his 
work as a member of the Secret 
Service and traced its formation, 
growth and methods. 

A moment of silence was ob- 
served in honor of the memory of 
Franklin Murphy, chairman of 
the executive board, Murphy Var- 
nish Co., Newark, N. J., a for- 
mer member of the club. 


BROOKLYN DEALERS 
HOLD MEETING 
More than thirty members and 
guests attended the Nov. 10 
meeting of the Brooklyn Hard- 





ware Association, held in the 
Johnson Building, Brooklyn, 
N. Y. President Thomas Grogan 
conducted the meeting, which 
was a regular business session. 

R. J. Atkinson discussed the 
national elections and asked the 
members to do all in their power 
to assist in trying to improve 
general conditions. Gus. Flam- 
man of the association’s legal 
counsel supplemented Mr. Atkin- 
son’s remarks with further com- 
ments upon business conditions 
and the recent national and local 
elections. 


J. B. FOLEY, JR., NOW 
MANUFACTURERS’ AGENT 

John B. Foley, Jr., son of John 
B. Foley, secretary, New York 
State Retail Hardware Associa- 


tion, recently opened offices at 
510 Hills Bldg., Syracuse, N. Y., 





JOHN B. FOLEY, JR. 


as a manufacturers representa- 
tive. He was formerly connected 
with the Chicago, IIl., office of 
Goulds Pumps, Inc., Seneca 
Falls, N. » G 

Mr. Foley is covering central, 
southern and eastern New York 
State, excepting the Metropoli- 
tan area. He represents: Morris 
Machine Works, centrifugal and 
dredge pumps and steam en- 
gines; .Coppus_ Engineering 
Corp., blowers, turbines, air fil- 
ters, fans and ventilators; Swart- 
wout Co., feed water heaters, 
traps, separators and pressure 
controls; International Filter Co., 
softeners, filters, flow gages, 
valves, odor-taste purifiers; 
Golden-Anderson Co., check, al- 
titude and waterworks valves; 
The Deming Co., triplex-piston 
pumps, deep well turbines, sump- 
hand pumps; La Bour Co., self 
priming pumps, chemical vales 
and chemical castings; Bonney 
Forge Co., welding outlets and 
forged flanges and Tube-Turns, 
Inc., pipe welding bends. 





FRIGIDAIRE CORP. 
ACQUIRES METERICE 
Frigidaire Corp., Dayton, Ohio, 

has announced that it has pur- 
chased the good will and assets 
of Meterice of America, Ltd. 
The Frigidaire company began 
the sale of its products on the 
“25 cents a day Meterice” plan 
in October, 1931, since which 
time much joint advertising of 
the product and plan has been 
done, thereby making a closer 
affiliation of the two companies 
desirable. 


SELLS BUSINESS; NOW 
COUNTY COMMISSIONER 


Geo. L. Roberts, Sayre, Pa., 
hardware dealer since 1883, has 
been elected as county commis- 
sioner of Bradford County, Pa. 
His election prompted him to 
sell the business to M. R. 
Wright, so that he might devote 
his entire time to his new office, 
and its duties. 


———_ 


MOVE STORE 


Brown & Shuler, McGraw, 
N. Y., hardware dealers have 
moved their store to another lo- 
cation in that town. 





OPENS HARDWARE STORE 


The Central Lumber Co. has 
converted its yard in Monticello, 
Minn., into a hardware store. 





SMITH IS PRESIDENT, 
OHIO RUBBER CO. 


Franklin G. Smith, president, 
Osborn Mfg. Co., Cleveland, 
Ohio, paint brush manufactur- 
ers, has been elected president of 





FRANKLIN G. SMITH 


the Ohio Rubber Co., Willough- 
by, Ohio. He has been inter- 
ested in the Ohio Rubber Co. for 
the past twenty years, having 
served as treasurer and as a 
member of the board of di- 
rectors. ; 
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H. D. NEFF REPRESENTS 
TOOL, SHEAR MAKERS 


Harry Neff, 66 Deerfield Ave- 
nue, Hartford, Conn., is now rep- 
resenting Utica Drop Forge & 
Tool Co., Utica, N. Y., and The 
W. H. Compton Shear Co., New- 
ark, N. J. He was with the 
Utica Drop Forge & Tool Co. 
many years ago, leaving that 
company to join Kraeuter & Co., 
Newark, N. J. Later he was one 
of the organizers of the Forged 
Steel Products Co. 

Mr. Neff will cover the New 
England States, New York State 
and Pennsylvania for Utica Drop 
Forge & Tool Co. and the New 
England States and New York 
State for the Compton organiza- 
tion. 


SANSON, WHITE BOUGHT 
W. WALKER BUSINESS 


White & Co., Toronto, Can., 
as announced in the Nov. 10 
issue of Harpware AGE, have 
purchased the stock, trucks, of- 
fice equipment, etc., of W. Walk- 
er & Son, Ltd., from the trus- 
tees. The wholesale hardware 
business of the former Walker 
organization is now operated as 
a partnership between Thomas 
J. White and D. M. Sanson. The 
previous issue of HARDWARE AGE 
stated that Mr. Sanson, Mr. 
White’s son, Thomas White, W. 
O. Archdeakin, Otto James and 
Morgan Smith were associated 
with T. J. White in the business. 

Thomas J. White has stated 
that the former Walker ware- 











FRANKLIN MURPHY, JR. 


Franklin Murphy, Jr., 59, chair- 
man of the executive committee 
and former president, Murphy 
Varnish Co., Newark, N. J., died 
November 9 in his home in that 
city following a long illness. His 
father, Franklin Murphy, founded 
the company. 

Mr. Murphy went with the 
company in 1895 and in 1915, 
upon his father’s retirement he 
became president, from which 
position he resigned in 1920. He 
was active in charitable affairs 
and civic activities. 





house on Alcorn Avenue, To- 
ronto, will continue as his com- 
pany’s address. Mr. White has 
had more than 40 years in the 
hardware trade in Ontario as a 
retailer and as proprietor of 
White’s Ltd., wholesale hardware 
house at Collingwood, Ont., which 
was consolidated with the former 
W. Walker & Son, Ltd., busi- 


ness several yeara ago. Mr. 
Sanson, who is Mr. White’s 
brother-in-law, was responsible 


for the reorganization of Wm. 
Neilson, Ltd., of which he was 
vice-president for 20 years. In 
addition Mr. Sanson is president, 
Dominion Linens, Ltd., Guelph, 
Ont. 

- Mr. White is in active control 
of the new business with an as- 
sistant manager. 





MANSFIELD FISHING LINE AND ROD BUSINESS BOUGHT 
BY ASHAWAY, GLADDING AND MONTAGUE 


On Monday, Oct. 31, the fish- 
ing line and fishing rod manu- 
facturing business of the bank- 
rupt G. H. Mansfield Co., Can- 
ton, Mass., including stock and 
equipment, was purchased by its 
three leading former competitors. 
The purchasers of the fishing 
line business were the Ashaway 
Line & Twine Mfg. Co., Ashaway, 
R. I, and B. F. Gladding & Co., 
South Otselic, N. Y. The rod 
business went to the Montague 
Rod & Reel Co., Montague City, 
Mass. 

The Mansfield business was 
founded in 1821, as a very small 
maker of lines for commercial 
fishing, sticking to lines for 100 
years and then began to branch 
out, buying small allied manufac- 
turing concerns to develop a 
complete fishing tackle manufac- 
turing business. Soon after the 
war the Bayless rod business and 
equipment was acquired. 

The Ashaway and Gladding 


Companies have issued no state- 





ment other than a brief acknowl- 


NOVEMBER 24, 


edgment of their purchase. This 
included not only the Mansfield 
line business, machinery and 
stock, raw materials and finished 
products, but also the entire 
Mansfield business in artificial 
flies, hooks, leaders and other 
incidentals. Their purchase cov- 
ered also all of the Mansfield line 
trade-marks and patents and all 
the Mansfield and Tuttle trade- 
marks and patents. 

The Montague Rod & Reel Co., 
through its president, W. Bruce 
Pirnie, has announced purchase 
by that organization of the Mans- 
field rod business and the mov- 
ing of Mansfield rod-making ma- 
chinery to the main Montague 
plant at Montague City. The 
Mansfield company took over the 
Bayless organization operated by 
Mr. Bayless and his two sons, all 
of whom had formerly been em- 
ployed by the Montague com- 
pany. Later their business was 
absorbed by the Mansfield com- 


pany. 
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MALCOLM E. GRAY 


Malcolm E. Gray, 66, founder 
of the Rochester Can Co. and the 
Atlantic Stamping Co., both of 
Rochester, N. Y., died Nov. 7 
from pneumonia. Until the time 
of his death he was active in the 
Rochester Can Co. as chairman 





. | 
MALCOLM E. GRAY 


of the board of directors. Mr. 
Gray, who is said to have been 
the originator of the “five-day” 
working week, spent 54 years in 
the metal business, thirty years 
of that time in Rochester. 

He was a native of Harriston, 
Ont., Canada, and first entered 
the metal trade at the age of 
thirteen, when he went into a tin- 
shop in Kalamazoo, Mich. Later 
he went to Orangeville, Ont., 
where he opened a_ hardware 
store. In 1898 he went to Roch- 
ester, where he founded the At- 
lantic Stamping Co., which he 
sold in 1908. The year he sold 
the stamping company he found- 
ed the Rochester Can Co., build- 
ing the organization from six men 
to more than 200 employees dur- 
ing the World War. During the 
war he manufactured steel hel- 
mets used by the army as well 
as other metal goods. In June, 
1930, he retired as president of 
the Rochester Can Co., turning 
the executive management over to 
his sons-in-law, Rodney S. Hatch’ 
and William Easton, now presi- 
dent and vice-president of the 
company, respectively. 

Mrs. Gray and two daughters 
survive. 


THOMAS A. MUSGROVE 


Thomas A. Musgrove, 64, for 
forty-seven years a factory repre- 
sentative of Geuder, Paeschke & 
Frey Co., Milwaukee, Wis., in 
Michigan, Ohio, Pennsylvania 
and Kentucky, died Oct. 31 at 
his home in Detroit, Mich. 


GEORGE BAILY 


George Baily, assistant sales 
manager, merchandising depart- 
ment, Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, died 
Oct. 29, while attending a foot- 
ball game. He began his busi- 
ness career in the construction 





field later joining the Cincin- 
nati sales office of the Westing- 
house company. He remained 
there until 1917, when he en- 
tered the U. S. Army as a major 
in the engineers corps. Follow- 
ing the war he rejoined the West- 
inghouse company, having since 
served the company in various 
parts of this country . 


LOUIS L. BAKER 


Louis L. Baker, 69, owner of 
Baker’s Hardware store, 1411 S. 
San Fernando Rd., Glendale, 
Calif., died recently, following 
an illness of nine weeks. He had 
been in the hardware business 
in Glendale for the past twenty 
one years. 


JOHN BRELL 


John Brell, 64, Baltimore, Md., 
hardware dealer, was found dead 
in his bed recently, following a 
police investigation. Mr. Brell 
had been reported as missing for 
several days. The police re- 
ported finding the burner of a 
gas range turned on but un- 
lighted. 


ELMER E. STONE 


Elmer E. Stone, 71, a director 
and general purchasing agent for 
the American Steel & Wire Co., 
Chicago, Ill, for more than 
thirty years prior to his retire- 
ment, died Nov. 12 in a broker’s 
office in Cleveland, Ohio, follow- 
ing a heart attack. 





GEORGE A. ARCHER 


George A. Archer, 82, chair- 
man of the board, Archer- 
Daniels-Midland Co., Minneapo- 
lis, Minn., manufacturers of lin- 
seed oil and allied products, died 
Nov. 12. He founded the Archer- 
Daniels - Midland Company in 
1889 and until a few years ago 
acted as executive head of the 
company. His son, Shreve M. Ar- 
cher, president of the company, 
survives. 


A. N. HOUSEL 


A. N. Housel, who has oper- 
ated the Merchants & Farmers 
Hardware Co., Gordo, Ala., with 
his son L. D. Housel, died re- 
cently following a brief illness. 





PETER HENRY STOCK 


Peter Henry Stock, 73, San 
Jose, Cal., who operated the 
John Stock Sons hardware store 
in that town, died recently. The 
business founded by his 
father. 


was 
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Information regarding sources of supply as provided readers of Harpware Ace by the Who Makes It Editor is. here 
presented as an aid to others in the trade who may be seeking the same articles. The inquiries reproduced have been 
selected because of their general interest to hardware merchants and buyers. 


Who Makes It? 


MARYSVILLE, KAan.: Who makes an 
iron campfire grub stake?—Marys- 
ville Hardware Co. 

ANSWER: Campfire Mfg. Co., 325 
Locust St., St. Louis, Mo. 

* * * 


ABILENE, Kan.: Advise where Kas- 
tor straight edge razors can be pur- 
chased.—The Western Retail Imple- 
ment and Hardware Assn. 

ANSWER: Adolph Kastor & Bros., 
Inc., 1239 Broadway, New York, 
i. 

Dersy, Conn.: Who makes the 
Automatic Style 10-5 lawn mower? 
—Bennett’s Hardware. 

ANSWER: Blair Mfg. Co., Spring- 
field, Mass. 

Syracuse, N. Y.: Who distributes 
the line of hand vises made by Vom 
Cleff & Co.?—New York State Retail 
Hardware Assn., Inc. 

ANSWER: Endlein & Schmidt. 9 
Park Place. New York, N. Y. 

Downinctown, Pa.: Where can we 
buy valances for our store windows? 

-Theo. M. Griffith & Son. 

ANSWER: S. Goldberg Mfg. Co., 
S. W. Corner 6th and Arch Sts., 
Philadelphia, Pa.; David Newman & 
Sons, N. W. Corner 6th & Berk Sts., 
Philadelphia, Pa., and L. Barth & Co., 
Inc., 40 Cooper Square, New York, 
N. Y. 

New York, N. Y.: Furnish names 
and addresses of several manufac- 
turers of ice cream truck bodies. Also 
of refrigerated truck bodies.—Schein- 
ert Bros., Inc. 

ANSWER: Ice Cream: Insulated 
Equipment Co., Borden & Van Dam 
Sts., Long Island City, N. Y.; W. H. 
Hoepfner Co., Inc., 448 E. 166th St., 
New York, N. Y.; Interboro Hoist & 
Body Corp., Borden Ave & Van Dam 
Sts., Long Island City, N. Y., and 
American Car & Foundry Co., 50 
Church St., New York, N. Y. Refrig- 
erated: Standard Commercial Body 
Corp., 430 E. 104th St., New York, 
N. Y.: Peter Wendel & Sons, Inc., 
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171 Badger Ave., Newark, N. J., and 
Mack Trucks, Inc., 25 Broadway, 
New York, N. Y. 

Wicuita, Kan.: Provide names 
and addresses of several wholesalers 
of marine hardware and supplies for 
small boats of 20 ft. or less, includ- 
ing navy anchors, tachometers, etc.—- 
The Anawalt-Campbell Mercantile 
Co. 

ANSWER: The Marine Mfg. & 
Supply Co., 228 Greenwich St., New 
York, N. Y.; W. J. Tiebout, 118 
Chambers St., New York, N. Y., and 
The Upson-Walton Co., Inc., 105 
Hudson St., New York, N. Y. 

Cresco, Pa.: Who makes Pgairie 
State brooders?—Seguine’s. 

ANSWER: Prairie State Incubator 
Co., Homer City, Pa. 

* * * 

Hotyoke, Mass.: Who makes felt 
bumpers having a nail for driving 
in?—The Dooley Hardware Co. 

ANSWER: The Booth Felt Co., 
Inc., 472—19th St., Brooklyn, N. Y.: 
T. R. Brawley Felt Co., Inc., 278— 
20th St., Brooklyn, N. Y.; Conti- 
nental Felt Co., 892 Broadway, New 
York, N. Y., and Felt Parts Co., 351 
Jay St., Brooklyn, N. Y. 

* *% * 

TANNERSVILLE, N. Y.: Advise who 
can supply child’s health sand, or 
any other sterilized white sand.— 
Olin’s Department Store. 

ANSWER: Child Health Sand Co., 
Luzerne & D Sts., Philadelphia, Pa.. 
and United Clay Mines Corp., 111 
Oakland St., Trenton, N. J. 


* * * 


Bay City, Micu.: Who makes 
headlights and spotlights for automo- 
biles that can be connected with the 
steering gear so that the light rays 
are always centered in the path of the 
car?—The Mohr Hardware & Furni- 
ture Co. 

ANSWER: Pathfinder Accessories 
Corp., Division of Bluntz Brass Foun- 
dry Co., 10803 Harvard Ave., Cleve- 
land, Ohio. 


Eau Craire, Wis.: Where can we 
buy imported figures for use in rock 
gardens ?—Farmers’ Store Co. 

ANSWER: F. B. Ackermann, 50 
Union Square, New York, N. Y. 

TaLMAGE, NeB.: Who makes hat 
clamps of the type which may be 
fastened to the rear of church seats? 
—Fahrenholtz & Kindt. 

ANSWER: Denning Mfg. Co., 
1777 E. 87th St., Cleveland, Ohio. 
* * ” 

SPENCER, OHIO: What firm makes 
Headlight brand overalls and jack- 
ets?—-Spencer Hardware Co. 

ANSWER: Larned-Carter & Co., 
Cincinnati, Ohio. 

New- York, N. Y.: Who makes or 
distributes Stiletto brand chisels?— 
Dayton, Price & Co., Ltd. 

ANSWER: This is a private brand 
of the wholesale hardware firm of 
Baker, Hamilton & Pacific Co., 700 
Seventh St., San Francisco, Cal. 

EDGERTON, Wis.: Who makes the 
Invincible lawn mower? — Hain, 
Livick & Arthur. 

ANSWER: Worcester Lawn Mower 
Co., Worcester, Mass. 

x * * 

PirtspuRCGH, Pa.: Where can we 
purchase screen doors having the 
screen cloth charged in some way so 
that flies and insects are electrocuted ? 
—Fort Pitt Hardware Co. 

ANSWER. Frost Electric Screen 
Co., Spokane, Wash. 

* * ” ° 

HARRISBURG, Pa.: Provide correct 
address of the Imperial Machine Co., 
Inc., manufacturers of potato peeling 
machines.—Geo. H. Albright. 

ANSWER: Imperial Machine & 
Foundry Corp., 225 W. 34th St., 
New York, N. Y. 

Eaton, Coxo.: Where can repair 
parts for Reliable platform scales be 
obtained ?—-Matthews Hardware. 

ANSWER: Gaston Scale Co., Be- 
loit, Wis. 
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JUST RABBITS 


THE MOST POPULAR 
GAME IN AMERICA 


What a blow it would be to all of us who are 
interested in the sale of arms and ammuni- 
tion, if all the rabbits should suddenly dis- 
appear. Lots of farmers and orchard owners 
would be pleased, but it would be a sad day for you and me. Let’s thank the Almighty for 
endowing the rabbits with such a wonderful talent for avoiding race suicide. 

Some people don’t think much of rabbit shooting. You read about shooting deer, and 
quail, and duck; but the rabbit goes almost unsung in stories about hunting. Yet we know 
that more shells are shot at rabbits than at any other kind of game. Wouldn’t it be a profit- 
able idea to pay a little special attention to the rabbit hunters—to let them know we 
recognize the importance of their sport? 

In the new simplified Kleanbore Game Loads you have a rabbit prominently pictured 
on the box. It’s not much trouble to point out to rabbit hunters that their interests were 
considered in designing this load. For those who want a less expensive shell you can make 
a hit with Shur Shot; because it combines moderate price with the recognized quality of 
Kleanbore. ‘ 

Lots of rabbit hunters don’t realize that they can afford a Kleanbore load. They think 
of Kleanbore as the finest load available and they naturally assume that it’s too expensive to 
use on rabbits. Show them Shur Shot in green shells with the name ‘“Kleanbore” on each 
one. They want the best they can afford, and they'll be grateful to the first dealer who 
points out that a real Kleanbore load is available at a popular price. 

Your jobber will supply Kleanbore Game Loads and Shur Shot i Lanna s 20. 
Shells. Don’t submit to substitution. President 


REMINGTON ARMS COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 
MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 


© 1932 R. A. Co. 





The 





Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 


NOVEMBER 24, 1932 
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“PISHE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated “Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 
when you need them. 


Gets New Business 


The Master ‘Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 


illustrated and described in detail. As ~ 


shown by the typical page above, greatly 
reduced, each item and every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 of these easy- 
to-find prices in all. You would never 
dream that any line of padlocks so 
thoroughly meets every ordinary and 
special requirement. 


MASTER LOCK CO. 


World’s Largest Exclusive Manufacturers 
of Padlocks 
Milwaukee, Wis., U. S. A. 


Master 
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J. Frank Campbell Keeps Up Sales Level 


(Continued from page 33) 


satisfaction of his customers upon 
the agreeability of the staff. 

The firm takes the attitude that 
the customer, no matter how unrea- 
sonable, must be satisfied at all costs. 
Mr. Campbell estimates that in his 
case, at least, $20 a year would ac- 
count for the cost of replacing mer- 
chandise to unreasonable customers. 
Tracy Campbell, son of the pro- 
prietor, is good at conciliation, and 
his ability in that direction is recog- 
nized. Occasionally the father, find- 
ing a customer a bit too much for his 
patience, manages to turn him over 
to Tracy, because he knows his son 
will not get impatient. This recog- 
nition of the younger man’s ability is 
well rewarded in building lasting 
business and adding customers. 

In view of Mr. Campbell’s long 
and successful career in the hardware 
business, which, by the way, had 
plenty of problems in the past, we 
asked him the question: “If you were 
starting over again, how would you 
go about it?” J. Frank Campbell, 
mused a moment and said. 

“I would first stand on a corner 
and watch the number and type of 
people who passed along. Mere 
numbers do not tell the whole story. 
I would find a place, not in a con- 
gested area—traffic in a congested 
area is not buying traffic. I would 
note the direction of the locality’s 
growth and then get in the path of 
that growth. If a corner has a good 
sized investment thereon, there is 
probably a good reason for it. I 
should find out the underlying reason 


for that investment and decide 
if it pointed to continued growth. 

“Having done this, I would nose 
around existing stores in the neigh- 
borhood, find out the class of mer- 
chandise being sold there, even buy- 
ing some to discover the sort of ser- 
vice being given to customers. 

“My clerks would be chosen for 
their standing and good reputation 
in the community as well as their 
ability to please people in their deal- 
ings in my store. They should if 
possible be members of lodge, 
church and a large circle of friends. 

“Upon opening I would invite the 
public to come to my store through 
some inducement and by general in- 
vitation. A great effort would be 
made to create the impression of 
solidity of the firm and that good 
values in merchandise and that pleas- 
ant shopping conditions were avail- 
able at all times. My one great de- 
sire would be to bring these first 
visitors back a second and third time. 
I should” make full use of manufac- 
turers’ literature and sales helps, 
concentrate my buying as much as 
possible and make a direct and per- 
sonal appeal for business wherever 
the situation called for it. 

“And I'd find a good bank.” 

Mr. Campbell has always found 
that observing the ethics of business 
has paid handsomely, apart from be- 
ing a pleasant topic of conversation. 
A reputation for trying to do the 
right thing and never breaking a 
promise is as great an asset today as 
it ever was; he reminds us. 





Hardware Stores Lead as Appliance Outlets 


Hardware stores selling electrical 
appliances were found to total 919 
of a group of 2308 New York City 
appliance outlets—a percentage of 
39.8 in a study made by Ralph Neu- 
miller, managing director of the 
Electrical Association of New York. 
It was made for the purpose of 
establishing figures representative of 
the available outlets for present and 
potential business within the city. 
No attempt was made to determine 
the percentage of sales made by the 
different types of outlets. 

Direct telephone communications, 
and electrical directory question- 
naires of association members fur- 


nished the means of making this 
study, embracing the four major 
boroughs, Manhattan, Brooklyn, 
Queens and the Bronx. 

As yet chain and drug stores have 
not been included in the survey. 

A tabulation follows: 


Percentage 

Number of Retailers 
of in This 
Retailers Group 
Hardware Dealers ..... 919 89.8 
Contractor-Dealers ..... 435 18.9 
Radio-Electrical Dealers. 332 14.4 

Exclusive Electrical 

SOOT 135 5.8 
Exclusive Radio Dealers. 1384 5.8 
Furniture Stores ....... 112 4.9 
Department Stores ..... 79 3.4 
Electrical Jobber- 

Retailers .cccccscccss 72 3.1 
Radio Jobber-Retailers. . 62 3.7 
Central-Station Stores... 28 1.2 

2,308 100.0 
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Boosting Rifle and Pistol Club Pays Big 
Dividends, Says Ohio Store 


HE Fremont Hardware Co., 
Fremont, Ohio, has succeeded 
in substantially increasing its 
business in firearms and ammunition 
by supporting the activities of the 
Fremont Rifle and Pistol Club dur- 
ing the past three years. By invita- 
tion of the store, the local target 
shooting club installed the interest- 
ing window display here shown. A 
sign in the display invited anyone 
interested to step inside to obtain 
further particulars from an official 
representative of the local club. 
Thus the organization contacted 
many new prospects, and offered each 
a copy of the rules and regulations 
applying to the Fremont Club, to- 
gether with an aplication for member- 
ship, as well as a copy of one of the 
popular rifle and pistol magazines. 
Z. B. Vickery, of the Fremont Hard- 
ware Co., comments: “We believe 
that our association with this organi- 
zation is of extreme importance, as it 
not only brings new customers into 
our store, but in addition gives us a 
wonderful turnover on our firearms 
and ammunition. A new member in 
the club means a new customer for 
our store, which provides us with 
wonderful leads for new customers.” 
In the display, as shown, are 
trophies, rifles, targets and other ar- 
ticles related to the target shooting 
sport, which are seldom seen by the 
average person. Probably the most 
interesting article in the exhibit is 
the Wimbledon Cup, received from 
the hands of H.R.H. Princess Louise 
of England by Major Henry Fulton, 
first winner at Wimbledon in 1874. 
In the background is also shown a 
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one-thousand-yard target, on which 
the Wimbledon Cup Match is shot. 

Other articles included in the dis- 
play are: Krag and Springfield 
rifles, the past and present service 
arms; a model 52 target rifle with 
telescope sight; a Springfield Sporter 
rifle; the qualification medals 
awarded by the War Department for 
proficiency with the rifle and pistol; 
medals from the American Rifle As- 
sociation; medals from the United 
States Revolver Association, and vari- 
ous cartridges used in target shoot- 
ing. A large sign was used to briefly 
set forth the history of the club, and 
with the Wimbledon Cup a_ photo- 
graph was shown of the late Capt. G. 
H. Emerson, who founded the Fre- 
mont Rifle and Pistol Club in 1911, 
and who was three times winner of 
the Wimbledon Cup. 

The cooperation of the National 
Rifle Assn., and of the United States 
Revolver Assn., enabled the club to 
use the Wimbledon Cup, and to have 
appropriate literature on hand to dis- 
tribute to persons interested in target 
shooting. 

In expressing the club’s appreci- 
ation for the store’s friendly interest, 
Wilbur W. Brunthaver, secretary of 
the organization, said: “We find a 
good many young men who are in- 
terested in shooting, but who have 
never been able to get started prop- 
erly, through their failure to affiliate 
with a recognized club. Through 
the medium of the window display 
we are able to get in contact with 
them and explain what we have to 
offer, where our ranges are located, 
etc. 





WOOSTER 


SAMPLER SYSTEM 





“Reduced Our Inventory 50% 


Increased Sales” 
Retailer Relates Actual Experience 


"In our sixteen years experience 
selling paints and paint brushes, 
no improvement in this department 
has benefited us more than the 
WOOSTER SAMPLER SYSTEM. It has 
reduced our inventory of paint 
brushes 50% and at the same time 
increased our total brush seles. 
It has saved us 50% of the shelf 
space formerly required and speed- 
ed up sales due to the convenient 
method of showing the customer the 
entire line. The ready comparison 
of styles and qualities leads to 
the sale of a better brush to the 
customer and consequently great- 
er profit to ourselves. The sim- 
plified stock control has elimin- 
ated "slow sellers" with a corre- 
sponding increase in turnover. 
The Wooster Sampler Display prom- 
inently located in our store has 
been a silent salesman constantly 
calling our customers! attention 
to our lines of brushes, making 
many sales which would otherwise 
have been lost to us." 
Alfred Rehbaum, Mgr. 
Mt. Dora Hardware Co., Mt. Dora, Fla. 


This statement awarded first prize—August 
Best Letter Rewards for Wooster Sampler 
Dealers. 


Discover Increased Brush Profits 


Order new Wooster Sampler Deal — 
greater value, ae fe ce. For A ey 50, 
you get: the est selling” 
WOOSTER Foss-Set BRUSHES (a model 
line), swinging metal ow panel, 
Meine mag Sampler stock control system, 

> uick” order book, full carton 
BRU H CLEANER By WOOSTER and 
advertising. 


50% MARGIN FOR YOU 


Sampler costs .......... $12.50 
EE. vc hee wes 18.80 
Your margin ........... $ 6.30 


Order from your Wooster jobber, or write The 
Wooster Brush Company, Wooster, Ohio 
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Built to Order 


For Today’s 


Bargain Hunters! 


They can’t laugh t'tis one off 
here are three punches and 
two chisels in a set that just 
keeps right on selling because 
it looks the money’s worth— 
and is! 


Priced to meet competition 
and with quality to beat it. 
High quality steel, forged and 
tempered. A real store leader 
—especially for open table dis- 
play. Put the Vichek All- 
Purpose Punch and Chisel Set 
on your list—it’s a seller and 
a profit maker. 


Ask your jobber’s salesman or 
write us for the Vichek story 
of quality tools at competitive 
prices. 


The VLCHEK TOOL Co. 


3006 East 87th Street, Cleveland, Ohio 


Screw Drivers, 
Chisels, Pliers 


EE Le eR. 
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Wrenches, 


Hammers, 





| competition. 





Iowa Utilities Adopt Code of 


Merchandising Procedure 


lowa Hardware Dealers Greatly Encouraged by This Action— 
Does Not Bind Dealers But Is Agreement Among Public 
Utilities to Curb Uneconomic Practices and to Correct Com- 
petitive Abuses which Had Injured Electrical Appliance 
Opportunities for Merchants.—Code Is Definite and Specific. 


The Public Utilities of lowa have signed an agreement among themselves 
which should be considered a victory in the hardware trade fight against unfair 
The Utilities have adopted the “Merchandising Procedure of the 
Utility Companies of Iowa” which sets forth in 18 specific points just what 
these companies will and will not do in promoting sale of electrical appliances 





PHILIP R. JACOBSON 


E. E. BRENNER 


as a means of building up their power loads. Although the Iowa Retail Hard- 
ware Association led the fight and proposed the code, this action must not be 
confused as an agreement between the hardware dealers and the Public Utilities 
companies.. Philip R. Jacobson, secretary of the Iowa association has very 
actively carried out the wishes of his members in helping to bring the code into 
action but has not entangled the association or its members into any agreement. 


Each hardware déaler in Iowa has a copy of the code and is advised by 
E. E. Brenner, Marshalltown, Iowa, and president of the Iowa association— 
“Whenever you have local competitive difficulties, read the Procedure. If 
your experience is contrary to the agreements so stated in the Procedure, go 
to your local manager (public utility manager) show him what the Iowa 
utilities including his own company offered as their own guide in merchandis- 
ing practices.” 


In distributing to members a copy of the Iowa Utility Merchandising 
Procedure, Mr. Jacobson comments: “This code is more specific and gets away 
from the generalities and rather vague statements included in others, such as 


the N. E. L. A.” 


Each of the 18 points is packed with definite statements, so that a resume 
is not practical. Therefore we publish in full the text of the “Merchandising 
Procedure of the Iowa Utility Companies. This reads as follows: 


gas and electric service to the mutual ad- 
vantage of all. 

2. Where the utility promotes and sells 
gas and electric appliances with proper re- 
gard for sound merchandising principles 
and trade ethics, the best interests of the 


1. It is recommended that the utility 
companies take the initiative in establish- 
ing the following or other mutually accept- 
able principles for the purpose of stimulat- 
ing the sale of suitable gas and electric ap- 
pliances and promoting the further use of 
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public, the merchants and the utilities are 
served. 


3. Each utility is ready and willing to 
meet with the merchants in the territory 
served by them; to discuss frankly . with 
these merchants their methods and the 
policies that will be pursued by the utili- 
ties in the work of sales promotion. 


4. The merchants should be offered a 
full measure of sound cooperation in the 
field of merchandising of gas and electric 
appliances, to the end that merchandising 
can be best done to the interest of all con- 
cerned. 


5. The utility companies owe their major 
responsibility to the public whom they 
serve. Their obligation to this large num- 
ber of individual customers is paramount 
to any other. The wishes and needs of 
these customers and their enjoyment of 
the many comforts, convenience and labor 
saving benefits that a fully satisfactory gas 
and electric service permits, must always 
come first. 


6. The utility companies subscribe to the 
“Statement of Merchandising Procedure” 
as accepted and published by the Electric 
Merchandising Joint Committee and the 
“Statement of Principles” suggested by 
the American Gas Association and recom- 
mend thit merchandising policies and prac- 
tices comply with these principles. 


7. The utilities will sell gas and electric 
consuming appliances and devices. They 
will at all times conduct their merchandis- 
ing activities so that any other dealer alert 
to the opportunity will feel encouraged to 
participate. The sale of these- appliances 
to be on a fair and open basis in the inter- 
est of the consuming public, all merchan- 
dising outlets, the manufacturer, the jobber 
and the utility. Sales will be confined to 
those communities where the gas or elec- 
tricity is provided by that utility. 


8. All appliances offered will be of stand- 
ard makes and quality. 


9. No appliance or merchandise not di- 
rectly related to the use of gas or elec- 
tricity to be sold by the utility companies, 
and they will not offer to the public any 
premiums or free merchandise in order to 
induce sales, except where general selling 
plan of the manufacturer includes a de- 
parture from this rule, and except to meet 
offers made by others in that community 
who do not adhere to this principle. How- 
ever, such practices are to be condemned. 


10. The utilities will present to the pub- 
lic these appliances and devices not hav- 
ing received reasonable customer accept- 
ance as promotional activities and not as 
merchandising activities. 


11. The utilities will sell appliances that 
have received reasonable customer accept- 
ance at prices arranged to return a fair 
profit consistent with present day mer- 
chandising practices. 


12. The utilities will sell these appli- 
ances that have customer acceptance, on 
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deferred payments, the terms of which will 
be consistent with standard practices of 
finance companies, or in compliance with a 
manufacturers national program. On the 
sale of any appliance selling for less 
than $10.00, except automatic irons selling 
for more than $5.00, the billing shall 
be on open book account net 30 days 
basis. Bills for service shall not include 
any reference to payment for merchandise. 
On electric ranges, refrigerators, and auto- 
matic water heaters the standard policy on 
terms should be 18 months or less. On 
those few transactions where extension of 
time to 24 months is advisable, an addi- 
tional standard carrying charge should be 
made. On all other merchandise sales 
over $10.00, the standard time payment 
policy should be 12 months or less. 


13. The utilities will not make any ex- 
cessive trade-in allowances, and_ the 
amounts of such allowances should be re- 
duced by all as rapidly as is reasonably 
consistent. On trade-in allowances made 
the loss on the resale of the traded-in arti- 
cle should not exceed 5 per cent of the 
established retail price of the new article 
sold. For example: On a refrigerator sold 
for $200, the loss on the resale of the trade- 
in should not exceed $10.00. On this basis 
$25.00 could be given as the trade-in allow- 
ance, provided the trade-in can be resold 


for $15.00. 


14. The utilities will offer no special in- 
ducements designed to promote the use of 
gas or electric energy consuming devices 
that have customer acceptance, which can- 
not profitably be offered by dealers or mer- 
chants excepting when necessary to move 
obsolete. or depreciated appliances or de- 
vices or when such offer is a part of the 
manufacturer’s program. 


15. The utilities will discourage free 
trial or free demonstration excepting that 
the prospective buyer may have an oppor- 
tunity to determine whether the device is 
of the type and character desired. 


16. The utilities will devote a generous 
share of their advertising and publicity di- 
rected toward increasing the use of gas 
and electric energy consuming devices in 
the hope that merchants and dealers will 
avail themselves of the opportunity of ty- 
ing in, or will otherwise benefit from the 
publicity given to the use of these devices. 
Reference to other retail dealers in utility 
advertising is recommended. 


17. The utility on the devices sold by 
themselves, will ‘offer and maintain guar- 
antees in accordance with the manufac- 
turer’s policies. This guarantee usually 
contemplates adjustments, regulations or 
the free replacements of defective parts 
within one year from the date of sale. 


18. The utility stands ready to cooperate 
with all other dealers in merchandising 
practices but reserves the right to extend 
to its patrons, the public, as good an offer 
as any other established dealer or mer- 
chant in that community advertises. The 
utility’s first duty is to its customers who 
have every right to receive this considera- 
tion. 











There’s Only One 
U. 8S. Poultry Fence 


Compare U. S. Poultry Fence 


the original straight-line netting, 


with any on the market! See how 
uniform it is! Note its straight, 
saree line wires and its inter- 
ocked hinge joints that cannot 
slip, spread or unravel! Note its 
evenly spaced meshes! 

Strong, Uniform, Rigid .... 

This superior, modern construc- 
tion produces a strong, rigid fabric 
which comes from the loom under 
even tension. It rolls out flat like 
carpet ... stretches to wood or steel 
posts without sagging... requires 
no top-rail, no baseboard . . . is easy 
to handle and cut ...can be moved 
and re-stretched. It costs no more 
than old-style netting. 


Made in Ameriea.... 

U. S. Poultry Fence is made by 
American workmen in an American 
mill. It is sold only through the 
regular wholesale and retail trade. 


‘This year, be sure to specify or- 
igina! U. S. Poultry Fence! here 
is no substitute for its depenable 


quality. 











Ask your jobber or 
write direct to~us! 


Indiana Steel 
& Wire Co. 
Muncie, Indiana 


Makers also of 


IMPERIAL Farm, Poultry, 
Lawn Fence, Trellis, Flower 
Border, Steel Posts, Gates. 





be 3 
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U. S, Poultry Fence y 


e Netting That Stands PAlone 
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Hardware Makes Ideal Gifts 


The Schultz Hardware Co., Dan- 
ville, Ill., in this window display, 
give evidence of the high type of gift 
displays that are possible for the 
hardware dealer. Go over your 
stock for possible items that can be 
presented in this manner. You will 
be surprised at the number you have 
been overlooking. This Christmas 
offers you a great opportunity to 
bring hardware items to the fore as 
Christmas gifts of practicability. 
Window displays like this and store 
displays backed up by adequate ad- 
vertising will do the trick, not only 
for this year but for those to come. 


This Will Be a Hardware Christmas 


30 Sets Dishes 16 Games 
24 Books 8 Electric Irons 
20 Doll Furniture 8 Bicycles 


Another important thing to do at 
this season of the year is to make up 
your orders for the next Christmas. 
It is so much easier to do this when 
the experience of the past season is 
fresh in your mind. Also make your 
recommendations for changes in dis- 
plays, advertising, dates of opening 


(Continued from page 21) 


and new items to be bought, and do 
it the day after Christmas. 

So many hardware merchants have 
been content to confine their Christ- 
mas selling to air rifles, aluminum 
ware and the more staple lines. You 
are making a mistake if you do not 
go after some of the more popular 
gift merchandise. Do not be disap- 
pointed if you do not do a rushing 


business the first season you really 


go after it. By keeping records of 
what you have done and by correct- 
ing your mistakes you will see an in- 
crease each year. It takes time to 
change the buying habits of people 
and if every hardware merchant 
would go after the Christmas busi- 
ness as he should, eventually the en- 
tire country would think first of the 
hardware store as their source of sup- 
ply at the holiday season. 




































Santa Claus 

Is On His Way 
Make 

Your Selection 

of GIFTS 

wow! 
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THIS SETTING CAN BE ELABORATED ON 
BY PLACING ITEMS SUCH AS *+* ANDIRONS>* 
FIRESETS » > MANTLE CLOCKS * -RADIOS- - ETC 
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PAINT INSID= OF BOX 
BLACK -- TO REPRESENT 
INSID2 OF FIRZPLACE 
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To produce the picture of the man in the chair: If your desired enlargement is to be, say 42 inches high, and you 
have drawn 4” squares on this illustration in the manner of those on page 29, your enlarged squares will be 6”. 


There will be seven squares in the width, eight in the height. 
your picture from the small illustration. 


It is much easier than you realize. 


Make these 6” squares on compo board and map out 


HARDWARE AGE 











Bridgette 
Duplicate Boards 

For auction, contract and 
whist, made of fibre, of square 
shape to conform to the shape 
of the table on which they are 
used. List price set of four du- 
plicate boards in a box, $1.00. 
Dealer discount 40 per cent. 





Yale Sockit 
Striking Bag 

With platform and_ brackets, 
lists from $1.25 up. Boys: 16- 
inch platform, leatherette bag, 
No. 751; 16-inch platform leather 
bag, No. 755; 16-inch platform 
sheepskin bag, No. 761. For 
men: 24-inch platform sizes: No. 
771, leather bag; No. 775, sheep- 
skin bag, and No. 781, welt seam 

; bag. The M Co., N 

Milton Bradley Co., Springfield, ~ ae eae si 
Mass. : . 








Osborn No. 4360 Wall 
Paint Brush Assortment 
Includes twelve brushes, 3% 
in. with 3% in. length of trim. 
Brushes of pure Chinese 
bristle, vulcanized in rub- 
ber. Orange and _ black 
lacquered handles, nick- 
eled ferrules. Suggested 
retail selling price, each 
brush, 60 cents. Dealer 
cost, $4.80 per as- 
sortment. The Os- 
born Mfg. Co., 5401 
Hamilton Ave., 
Cleveland, Ohio. 

























“Big Performing” Circus No. 250 


Has nine jointed animals, erage 4 inches high. Wood parts 
seven circus accessories; ladder, in lacquer. Animals in 4-color 
ladder base, barrel, tub, merry-  photo-lithography. List, $2.75. 
go-round and teeter-totter as A toy catalog has been issued by 
well as wooden circus wagon the maker, with colored illustra- 
(demountable). Wagon, 16 by tions. Fisher-Price Toys, Inc., 
8% by 7% inches. Animals av- 


E. Aurora, N. Y. 
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POULTRY NETTING 


MADE IN AMERICA 
BY AMERICANS 


Here’s the way to Netting profits this year. Show your 
customers the Sterling Line. A type for every need 
with Sterling Exclusive Sales Features. 


STERLING 
HEXAGON 
POULTRY NETTING 


The most satisfactory on the 
market. It is furnished in 
either One inch or Two inch 
mesh—it unrolls straight and 
Many exclusive sales 
Galvanized before or 
A quick—sure 


lays flat. 
features. 
after weaving. 
seller. 


STERLING 
STRAIGHT LINE 
COMBINATION 
POULTRY NETTING 


Graduated spacing from One 
inch at bottom to Two ‘inches 
at top—stretches straight and 
true, no sagging, takes the place 
of One inch mesh and Two inch 
mesh, keeps little chicks in. 
Galvanized before or after weav- 
ing. A record-breaking seller. 


STERLING 
STRAIGHT LINE 
POULTRY NETTING 
Sterling Straight Line, furnished 
in either One inch or Two inch 
mesh, stretches evenly, no top 
or bottom boards needed. Gal- 
vanized before or after weaving. 
Means quick sales—sure profits. 


Send for complete information today. Start on the road to 
greater Netting profits. : 


NORTHWESTERN BARB WIRE CO. 
STERLING iia ILLINOIS 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


Catalogs. .... 














Hardware Stores 


Eveready Flashlight 
Jigsaw Puzzle 


Offered free during December 
to each purchaser of an Eveready 
flashlight. Design of puzzle 
taken from one of the National 
Carbon Co. human interest art 
subjects. Depicts child standing 
in a dark room holding a lighted 
flashlight. He has gotten out of 
bed to investigate noises under 
the bed, where his dog is chew- 
ing a shoe. The caption reads: 
“Is that you—Santa Claus?” 
There is no advertising on the 
design. With the puzzles dealers 
will receive posters designed to 
tell customers the story of the 
free puzzle. Puzzles and supple- 


mentary material free to dealers. 
National Carbon Co., 30 E. 42nd 
St., New York City. 





Westinghouse Lamp Co. 
Window Display Service 


Suitable for use with allied 
products as well as fer use of 
entire window. Illustrated is a 
platform upon which dealer may 
feature any special offer of time- 
ly interest, the only advertising 


for the manufacturer being, 
“Don’t Forget Westinghouse 
Mazda Lamps,” which runs 
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Round 
carrying 


of stand. 
offered 
picture of an attractive girl hold- 


around base 
medallion is 


ing a Mazda Lamp. Attached to 
a base reading “Westinghouse 
Mazda Lamps.” Medallion may 
be removed from base for wall 
decoration. Base then folds back 
and forms platform upon which 
to display other merchandise. 
Westinghouse name _ is_ shown. 
Window  floodlights, carrying 
company’s name _ prominently 
across side facing street, may be 
used to illuminate any window 
display. A unique feature of the 
displays is that they are decora- 
tive yet simple to install. Ser- 
vice complete costs dealer $2.50, 
including sufficient crepe paper 
for window background for each 
display. Humorous display cards 
are offered showing the comic 
strip characters appearing in the 
“Skippy” and “Toonerville Trol- 
with 


ley” newspaper cartoons, 
the “Skipper,” “Skippy” and 
their friends alternating with 


each other in calling attention to 
Westinghouse Mazda Lamps. 
Folder illustrating and describ- 
ing complete service available. 
Westinghouse Lamp Co., 150 
Broadway. New York City. 
S & M No. 802 
Floodlite 

For home or business use, is 
easily installed. Constructed of 
oxidized aluminum. Said to be 
impervious to weather conditions. 


Reflector, 9% in. in diameter. 
Equipped with adjustable brac- 


ket, weatherproof cord and plug. 
Burns 100, 150 and 200 watt 
lamps. List price, $3.50. S& M 
Lamp Co., Los Angeles, Cal. 





NIC Motion Picture 
Projector 

Operating from house current 
is said to project a perfect image. 
Films are non-celluloid. Samples 
and details apon request. 


the manufacturer. List, $2.50. 
NIC Projector Corp., 458 Broad- 
way, New York City. 





Ke-Lite Key Case 
and Light 


Case of genuine leather with 
standard bulb in molded socket 
which operates switch. Stand- 
ard replaceable battery used. 
Of compact size, which will fit 
smallest pocket in handbag. Two 
models, De-Luxe, list $1.00, 
standard, list 65c. Respective 
discounts, 50 and 40 per cent. 


Li- | 


brary, of cartoon films issued by | 





Ke-Lite Products Co., 5923 Mce- 
Clellan Ave., Detroit, Mieh. 


“Shu-Quoi” Game 

~ “Portable, for use indoors o1 
out, using rubber quoits weigh- 
ing % lb. each. (“Shu-Quois.”) 
Game comprises: 2 inlaid rub- 
ber targets in three colors, 2 
green quoits, 2 red quoits, 2 
aluminum disks, satin finished, 
2 aluminum pins, highly pol- 
ished and 100 score cards. 
Packed in attractive box, weight 
13 lbs. Shu-Quoi Game Corp., 


1199 Broadway, New York City. 





Flexy Racer Coaster 


Similar in appearance to the 
Flexible Flyer Sled. Has steer- 
ing bar and bumper and attrac- 
tively grained wooden seat. User 
may sit or “belly flop.” Equipped 
with ball bearing wheels, tem- 
pered rubber tires clinched into 
place. Balanced spring steering. 
List, $8.25. Dealer discount, 
33-1/3 per cent. S. L. Allen & 
Co., Inc., Philadelphia, Pa. 
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Drop Forged WRENCHES 





With new (1932) designs and a new and 
stronger steel . . . these wrenches show their 
quality, have strong sales appeal that can be 
seen and felt. They are known to tool users, 
DROP 7 FORGED to the buyers of quality (profitable) tools; 
Misteeueee|)) are nationally advertised, are used in tool 
rooms and machine shops. When you sell one 
of these wrenches you know that you have 
made a repeat customer. 37 types, all sizes, 
1 quality—singly or in matched sets. 


ONG ARMSTRONG-VANADIUM 
th: @ WRENCHES 














Replace it 
with ..A 


KIMBALL 
ELEVATOR 


Is your elevator old 





WRENC! 


and shaky? Why not re- ees oa Drop forged r-ome-Vanadium—a 
place it with a Kimball i i ie steel that requires no explanations. 
machine—They are com- oe eee § Longer, lighter, thinner, stronger, with 
pact, powerful and safe— we rma lean tapering jaws that take a firm 
ban hth obras: ee, sccutifully finished in nickel 
: . reach. eautifully ‘ “ke 
ree let us a se ( over copper with heads buffed bright. 
mpetiunas eee te ae a, Guaranteed not to break or spread. 


Attractive Stock and Display Boards, 
mail selling and counter materials are 
provided without charge. Prices and 
profits are protected. 


What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


KIMBALL BROS. CO. | “fe 


1205-19 Ninth St. ial a 
Council Bluffs, la. 6AA : 





aman ge | Pattie | 


Joe S| Sone | 


ot a t SJemme | 











Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U. S. A. 


MI 
Build Trade — 0. AMES 
; The Shovel That Built America 
With To ys 
AMES-BALDWIN-WYOMING SHOVEL CO. 


Only a few years ago Toys Parkersburg, W. Va. 
were looked upon as a novelty ; 
in a Hardware store. 























Famous A-B-W Brands 


0. AMES KNOXALL RED EDGE 
. + 
Today Toys are a staple in BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 


many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 


Pan oe. Symbol of hack saw quality 


You can keep posted on 
what is New in Toys, as well ("| \ 
HARDWARE AGE 


as New methods of displaying 
239 West 39th Street, New York, N. Y. STAR HACK SAWS 








Look for the STAR cn the end— 
your assurance of the _ highest 
quality in hack saw blades. Sell 
STARS and cash in on the world- 
wide preference for Star Blades. 
Sell STARS—the blades that are 
sold under a policy that protects 
the jobber. 









and merchandising them by 
reading Hardware Age. 














CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
@® 2059 
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Pepsal Salt and 
Pepper Cellar 


In yellow, green, black, blue, 
red or ivory base, with white 
crystal seasoning vials of attrac- 
tive design. Flow of salt or pep- 
per controlled by pressing white 
plunger with tip of finger. The 
maker states that airtight con- 
struction keeps all moisture out. 
Filled by pulling out valves in 
bottom. Valves on fastener. 
Unacel is a single unit for salt, 
working on same principle, in 
pastel shades, also in pewter or 
silver at slightly higher cost. Im- 
perial Metal Mfg. Corp., Queens 
Boulevard and _ Thirty-eighth 
Street, Long Island City, N. Y. 





Hoeft & Co. Poultry 
Supplies 1933 
Catalog No. 22 


Illustrates and describes Moe’s 
line of poultry supplies. De- 
scriptive matter includes speci- 
fications, price information, code 
words, packing information and 
shipping information. Moe’s 
garden tools, pruning shears, 
shovels, dust pans, dog feeders, 
sprayers, fertilizer spreaders and 
grinding mills are also illustrated 
and described. Hoeft & Co., 
North Chicago, IIl. 





Workrite Electric 
Humidifier 
A portable, motorized fan cir- 


culating model, in form of an 
attractive vase. Black crystal- 
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lized finish, chromium plated 
base and grille. Measures 1344 
by 11% in. Water evaporation 
accomplished by means of an 
electric immersion heater located 
in patented floating chamber, 
causing only a small quantity of 
water to be boiled at a time. 
Bulk of water is said not to be 
changed in temperature until be- 
ing admitted into the heating 
chamber. As vapor rises from 
heating chamber it is circulated 
by means of induction type motor 
and fan, said not to give radio 
interference. Heating element, 
660 watts. Unit holds approxi- 
mately nine quarts of water, 
evaporating about one quart of 
water per hour. Safety device 
automatically shuts off current 
when water is evaporated. Sug- 
gested retail selling price, $24.50. 
Dealer discount, 3344 per cent. 
The Workrite Specialty Co., 3129 
North Twenty-eighth Street, Mil- 
waukee, Wis. 





Lenk Torches 


No. 350 Duo-Duty automatic 
alcohol torch, list $3.50 each, 
with heavy cast bronze bottom. 
Duo-Duty feature allows for 
either a strong Bunsen blast 
flame temperature of 2400 deg. 
Fahr., or needle point flame for 
fine soldering at 1800 deg. Fahr. 
Has cool handle, with handy 
cleaning pin for jet orifice secure- 
ly held in handle. Torch meas- 


ures 74% by 4% by 2% inches, 
weighs one pound. No. 40 Heavi- 
Duty alcohol mouth torch for 
electricians and mechanics, list, 
$2.50 each, has base and top of 
heavy bronze castings. The 
maker states that the mechanical 
construction of the wick is such 
that the fuel cannot boil over. 
Equipped with long, good grade 
rubber tube and ebony mouth 
piece. Measures 7% by 2% 
inches, weight 17 ounces. The 
Lenk Mfg. Co., Newton Lower 
Falls, Mass. 





Miracle Water 
Softener 

For attachment to the water 
faucet; is said to work upon the 
same principle as in large in- 
stallations. Hard water is forced 






ca 


to circulate through a bed of 
zeolite mineral to remove lime 
(calcium) and magnesium. When 
zeolite loses its strength it can be 
restored to its original strength 
by passing through it a solution 
of common salt water. Employs 
no electricity and has no pumps, 
gears or moving parts, says the 
maker. Temperature does not 
affect its operation, says the 
maker. Suggested retail selling 
price, $8.50. Dealer cosi, $5.50. 
Miracle Mfg. Corp., Fort Wayne, 
Ind. 


Lovell No. AA 
Professional Ice 
Hockey Stick 


Is perfectly balanced, light, 
strong, having a very rigid shaft 


and is less subject to warping, 
due to the insertion of a wedge 
shaped strip of very light mate- 
rial down into the shaft, says 
Lovell Mfg. Co., Erie, Pa. 
Pinned, shellacked and waxed 
blade. Handle lengths, 33 in. to 
55 in. Right, left or neutral. 
Lies from 1 to 10. Dealer cost, 
$20 per dozen. List price, $2.75 
each. Superb tennis racket 
press No. 45 has been added to 
the company’s line. List, 65c. 
Dealer cost, $4.25 dozen. 


Carrollton Catalog Shows 
Aluminum Toy Sets 


Of the “Like-Mother’s” line. 
Illustrations show toy kitchen 
ware, table ware, toy kitchen 
cabinets and stoves. Specifica- 
tions and finish given in booklet. 
The Carrollton Metal Products 
Co., Carrollton, Ohio. 


Jiffy Window Trim 


Complete letter display outfit 
consists of four panels of vary- 
ing sizes and shapes, two com- 
plete fonts in 3 and 1% inch 
of die-cut felt letters, filing cab- 
inets, eight strips for decorative 
use and a window trim manual. 
Panels, two rectangles, one cir- 
cle and one-quarter circle may be 
used in a variety of background 
designs. Finished in felt, suede, 
linen-colored crash or black 
duvetyn. Letters in Futura 
style, available in colors. Let- 


ters hold to background without 
use of adhesives of any kind. 
Dealer cost, $27.50. Poster Prod- 
ucts, Inc., 3208 Carroll Avenue, 
Chicago, I]. 





Favorite Velvatone 
Skillet 

Member of a cast cookware 
line, of Velvatone finish, a highly 
buffed finish, high polish, as well 
as fine polish. The maker states 
that it has a “silver velvet ap- 
pearance, which is easily kept 
clean.” Dealer cost, 50c. in single 
lots, for No. 8 skillet, 80c. for a 
3-5-8 set of skillets. The Fa- 
vorite Stove & Range Co., Piqua, 
Ohio. 
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They’ re 
WOWS 


at 50¢ 
and $1.00 


The new Arcade 
Marble Boards are 
certainly “stepping on 
the gas”.. .they’re headed 

for a new sales record. 





PAT. APPLIED FOR 


These fascinating games are made in two sizes 
at popular, sales-stimulating prices. No. 890 (il- 
lustrated) a two-in-one board...a baseball game 
and a marble game.. .retails for $1.00. 


No. 889, a slightly smaller marble game board... 
retails for 50c. 


Order today from your jobber. 


ARCADE MANUFACTURING CO., FREEPORT, ILL. 


ARVADE ites TOYS 


WHA ™"“dddddddle YY) 


Copper Bearing 
Steel at no in- 
crease in cost to 
you. 


All Wright prod- 
ucts are now made 
from Copper Bear- 
ing Steel Wire 
(.20% pure cop- 
per), which 
means longer 
life, better satis- 
fied customers. 


At Your Jobber 


G.F. Wright Steel 
& Wire Co, 


Worcester, Mass. 
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Bommer 





Spring ¢ Hinges 
ap ole 
Ke) 
by 
are 0 
the best | . rigorous 
) test 


























Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 


Follow the line of least resistance 


Sell Bommer Always 


They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 
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KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 


Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 




















KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
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Pantry Salt and 
Pepper Shakers 


Blown of emerald green glass, 
complete with polished aluminum 
caps and metallic labels at- 
tached. Suggested retail selling 
price, 15c. per set. Owens: 
Illinois Glass Co., Toledo, Ohio. 








Philco Jr. Radio 


Balanced superheterodyne ra- 
dio with electro-dynamic speaker. 
List, $18.75 with four Philco 
tubes, including tax. Dealer 
cost, $12.50. Philco baby grand 
cabinet. Advertising streamers 
available. Plrilco, Tioga and C 
Streets, Philadelphia, Pa. 








Armstrong Pipe Tool 
Display Boards 


In orange and black, Armstrong 
pipe cutter wheel board contain- 
ing wheels strung on cotter pins, 
each style and size identified. 
Knife blade or knurled wheels. 
Nos. 1 and 2 Barnes; 1 and 2 
Saunders wheels, 12 each; 6 each 
for Nos. 1 or 2 Trimo, No. 3 
Barnes, No. 3 Saunders and No. 
3 Trimo. Board 15 by 18 
inches. Armstrong adjustable 





ratchet diestock board, 20 by 24 
inches, contains No. 2R Arm- 
strong % to 1 inch, No. 3R 
Armstrong, 1% to 2 inches. Each 
stock screwed on a nipple. Board 
for Armstrong solid ratchet, 3 
way and adjustable ratchet die- 
stock board contains No. 51R 
Armstrong solid ratchet, 4 to 1 


. inch, No, 61A Armstrong 3 way 


solid, 3% to % inches, and No. 
2R Armstrong ratchet diestock, 
¥, to 1 inch. Each stock screwed 
on nipple. Measures 20 by 24 
inches. The Armstrong Mfg. 
Co., 225 Lafayette Street, Bridge- 
port, Conn. 


Grasselli Booklet 
Describes “Cadalyte” 


A process and product for 
cadmium plating. Booklet in- 
cludes a description of the proc- 
ess and product, tells its applica- 
tions, advantages and how it is 
used. Sales and service informa- 
tion is included as well as tech- 
nical data. The Grasselli Chemi- 
cal Co., Inc., 629 Euclid Avenue, 
Cleveland, Ohio. 


Misener Rotary 
Hack Saw 


Type P, illustrated, is driven 
by an electric drill. Other types 
for bit brace are available. Cuts 
clean, finished round holes in 
steel, sheet metals, cast iron, 
wood, plaster, bakelite and any 
other material a hacksaw will 
cut, says the maker. Marble, 
tile and porcelain may also be 
cut by using abrasives. All tools 
equipped with semi-high speed 
blades 1 in. in depth. Blades 
available in depths ranging from 
Y% in. to 2% in. Cuts made are 
% in. less in depth, as %4 in. is 
taken up by body of tool. Spe- 
cial tools for any diameters re- 
quired are available. Misener 
Mfg. Co., Inc., Syracuse, N. Y. 





Toastmaster Has 
Flexible Cloek 


Which runs slowly when toaster 
is cold, running more rapidly 
with increased heat of toaster. 
The maker states that every slice 


is toasted alike regardless of . 


whether it is first slice placed in 
cold toaster or one put in 
warmed unit. Outside appear- 
ance has been changed only by 





addition of a black enamel line 
around base of toaster. In the 
new models preheating is not 
necessary for toasting the first 
slice. One slice Toastmaster, 
list, $11.50, while the two slice 
model lists at $16. Waters Gen- 
ter Co., 213 North Second Street, 
Minneapolis, Minn. 





Blockitect 


Wooden building blocks, de- 
signed by an architect, may be 
used to build reproductions of 
modern structures. Of smooth, 
fine, finished wood, accurately 
cut, in twenty-three different pat- 
terns. Four sets; No. 1, 66 
pieces, list $1; No. 2, 125 pieces, 
list $2.25; No. 3, 181 pieces, list 
$3.50; No. 4, 301 pieces, $5. 
Sets packed in attractive two 
color box. Illustrated instruction 
booklet with each set. The Hart 
Wood Products Co., Pittsburgh, 
Pa. 


Parker-Kalon Cold 
Forged Wing Nuts 


Of steel arid brass, at present 


‘stocked in five blank sizes, pro- 


duced by a new and improved 
high speed automatic process. 
Wings are uniform, shaped to 
provide ample finger grip for 








“Support. Said to retain the 









drawing them up tight and to fa- 
cilitate removal. Base smooth 
and square with top. Sample 
kits available containing one of 
each blank in cadmium finish. 
Stocked in plain steel finish only, 
extra charge being made for the 
following: cadmium plated, 
nickel plated, brass plated, cop- 
per plated, chromium plated, 
Parkerized, oxidized and electro- 
galvanized. Brass wing nuts 
available in most of the above 
finishes. Special tappings and 
special dimensions available. 
Parker-Kalon Corp., 200 Varick 
Street, New York City. 






Goodrich “Acidseal’’ 
Paints For Rubber 


Described in a manual, of 
recommendations for paint prob- 
lems, which tells about rubber 
derivatives said to minimize the 
corrosive action of acids and al- 
kalies on materials. Have as a 
base a commercial form of rub- 
ber isomer said to have excep- 
tional adhesion properties and to 
dry in one hour to a hard firm 
film, retaining to a remarkable 
degree the elastic properties of 
rubber, thereby conforming to 
expansion and contraction of the 


chemically resistant properties of 
rubber and to provide a protec- 
tive coating that minimizes cor- 
rosive action of acids, alkalies 
and chemical fumes. Bulletin 
discusses selection of proper 
paint and primer for various pur- 
poses, methods of application, in- 
gredients, describes finished re- 
sults, spreads per gallon and 
operations in which different 


types have been used success- 
fully. The B. F. Goodrich Rub- 
ber Co., Akron, Ohio. 





Jefferson Ozonator 


For artificial production and 
distribution of ozone, list $15, 
has circulating fan for distribu- 
tion of ozone and_ producing 
slight movement of air. Said to 
consume no more current than a 
25 watt Jamp. Art-lacquer fin- 
ish. Base slotted for hanging; 
feet rubber padded. The Jeffer- 
son Electric Co., Bellwood, Tl. 
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(ican ELECTRIC 


MARK Branding ee 





REG. U.S. PAT. OFF. 

have demonstrated their value for identify- 
ing property and advertising merchandise. 
This is proved by the class of manufacturers 
using Vulcan branders and the reputation of 
their products. The applications include 
brands used by Governments, Municipalities, 
Railroads, Steamship Companies, Agricultur- 
ists, Private Individuals, ete., in identifying 
property ; also names and trade -marks of the 
makers of an endless variety of manufac- 
tured goods. (Send 
for Brander Question- 
naire.) Prices on Ap- 
plication. 

Complete line of VUL- 
CAN Quality Tools de- 
scribed on pages 289- 
290 in Directory Num- 





ber of Hardware Age. 


VULCAN ELECTRIC HEATER CORP. 
225 Varick Street New York, N. Y. 


Skeffivid 


Offers a Special Big-Profit Deal 
and Spectacular Displays on its 
sensational new 


a | No-Rub Wax 


Bright 
Get ® No Rubbing © Quick Drying 
® No Polishing ® Long Lasting 
Don’t Delay! Phone or write your 


Jobber TODAY. Ask him also about 
other Sheffield quick sellers. 


The Sheffield Bronze Powder & Stencil Co. 
5817 Kinsman Koad, Cleveland, Ohio 





















Our small displays were made 
to bring more profits to you. 


Nearly all your customers have pictures and 
wall decorations in their homes and want 


Moore Push Pins and 


Moore Pushless Hangers 
To Hang Them Up. 


Put one or two of these small displays on your 
counter. They hold one dozen packets each, and 
speed up sales. Ask your jobber or write us for 
news of these profit making displays. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Philadelphia, Pa. 
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.Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
» tons in full color 

a lithographed dis- 
OSTON WOVEN HOSE & RE icon play packages. 


THE 
BOSTON 
NOZZLE 


fs 


* Hp ROSS 
NOZZLE 











| BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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SAMSON CORD AGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS:* COTTON TWINES 


Send for catalogue, samples and selling information 























FLORENCE 
Gas Ranges 


Modern Console and Table 
Top Models. All latest im- 
provements. Full line — 
finest quality. 


FLORENCE STOVE COMPANY 


ESTABLISHED 1872 


GARDNER, MASS., U. S. A. 


Oil Ranges, Wickless and Wicktype; Portable Ovens; Space 
Heaters; Water Heaters; Range Burners and Electric Stoves. 








OFAIN TAPES— 
RULES and Cg 


Best quality prod- 
ucts for every meas- 
uring requirement. 
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106 Lafayette St., New York City 
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p BRUSH-NU COMPANY | 


BALTIMORE MARYLAND ‘\ 























CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Busi Opportunities,” ‘Sales 





BOXED DISPLAY RATES 


1 inch 
Each additional inch... 





Accounts Wanted” and “Sales Repr 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 
Each additional word..........+  .06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word............ 08 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 





FOR SALE: Hardware Business established 
80 years in thriving New England distributing 
center doing wholesale and retail business in 
heavy, builders’ and shelf hardware, black- 
smith’s and garage supplies, Auto Accessories, 
Contractors’ and Mason’s supplies, etc. De- 
ferred payments could be arranged on portion of 
peep price. Address Box J-930, care of 

ARDWARE AGE, 239 West 39th Street, New 
York City. 


INVESTMENT OPPORTUNITY: Hardware 
jobber established over 50 years North central 
territory needs new capital, either with or with- 
out personal connection. Right man with suff- 
cient investment can have control. House has 
good sales organization and excellent reputa- 
tion among the trade. Address Box J-972, care 
Harpware Acr, New York City. 


HARDWARE MANUFACTURERS. We are 
always interested in securing new items that you 
wish to introduce on the market, also small or 
large lots of overstock or discontinued hardware 
and tools. These job lots must be strictly first 
class goods at real factory closeout prices. Ad- 
dress: Hardware Buying Department, Montgom- 
ery Ward & Co., Chicago, IIl. 


SALES REPRESENTATIVES WANTED 


SALESMEN WITH CARS, who know the 
hardware, housefurnishing and department store 
trade in their territory to represent sales com- 
pany handling a number of manufacturers’ lines. 
State commission. Must devote entire time to 
our lines. State territory you desire. Give three 
references, age and enclose a snapshot picture 
of yourself. Territories open in Atlantic sea- 




















MANUFACTURERS’ REPRESENTATIVE 
with large acquaintance in Chicago and surround- 
ing territory with Hardware Jobbers and Re- 
tailers, Department and Chain stores, Machinist 
Supply and Mail Order Houses, Auto Accessories 
Stores, desires connection with reliable Hard- 
ware Factory or first class Importing House. 
Address Box J-985, care of Harpware Ace, New 
York City. 





MANUFACTURERS’ REPRESENTATIVE 
with twenty years’ sales experience calling on 
wholesale and retail hardware, paint and drug 
trade in Chicago and the middle west, is inter- 
ested in securing one or more good lines for all 
or any part of the middle west. Address Box 
J-983, care of Harpware Ace, New York City. 


HELP WANTED 


EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion oe required. 

SOCIATED PLACEMENT BUREAU 

f 152 West 42nd Street 

Wisconsin 7-1802 New York City 


EXPERIENCED SALESMAN wanted for 
New England. Only man of highest type capable 
of selling and acquainted with Jobbing and larger 
retail trade considered. Strong lines including 
wire, fencing, garden tools, etc. This is a perma- 
nent opening for qualified man. Commission 
basis. Outline your qualifications, past connec- 




















board states, Ohio, Tennessee, Alabama and tions and references. Address Br 982, 
Georgia. If you want consideration, give com- ess Box J- care 
plete details in first letter. Address Box J-979, of Harpware Ace, New York City. 

care of HarpwareE AcE, New York City. 

REPRESENTATIVES—For Philadelphia, Chi- TWO YOUNG MEN; UNMARRIED, 
cago, Detroit districts and territory including WITH ALL-AROUND GENERAL 
Texas, Oklahoma to sell on commission basis es- HA R DWARE EXPERIENCE TO 
tablished manufacturers’ line of Builders, Cabinet, TRAVEL ESTABLISHED TERRI- 
Light Shelf Hardware. Prefer men who know TORIES IN THE E N 


Hardware and acquainted with Retail 
Trade in those sections. xive experience, ref- 
erence; other lines now handled. Address Box 
J-978, care of Harpware Acre, New York City. 


SALESMAN WANTED—Manufacturer of a 
garden implement, a great improvement over any- 
thing similar on the market today, is ready to 
allot sales territory in the United States. Hard- 
ware specialty salesmen with established — om 
are requested to communicate with the Sund- 
strom Pressed Steel Company, 8030 S. Chicago 
Avenue, Chicago, III. 


WANTED: Sales Representative to sell roof 
Paints, Enamels, Lacquers and Waterproof coat- 
ings to the Hardware and Plumbing trade, and 
paint stores. Liberal commission paid. This is 
an excellent opportunity for a live wire to 
carry as a side line. Unlimited territory. Ad- 
dress Box J-981, care of Harpware Acre, New 
York City. 


SALESMAN WANTED in various states to 
sell established line of paint brushes. ads fur- 
nished. Liberal commission basis. Address Box 
J-936, care Harpware Ace, New York City. 


SALES ACCOUNTS WANTED 


REPUTABLE SELLING CREASE ATES 
with elaborate New York office sample room de- 
sires to secure representation SPRING, SUM- 
MER and FALL items or lines on a commission 
basis. Have entree largest syndicate buying or- 

nizations, department and furniture stores. 

epresenting at present two largest manufactur- 

- in industry and for over twenty years doing 

ood volume but have space for additional lines. 

A ~~,’ Box J-989, care of Harpware Acr, New 
ork City. 


Builders’ 
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AS 
OLD ESTABLISHED WHOLESALE 
HOUSE. GIVE AGE, EXPERIENCES, 
REFERENCES, ETC. CORRESPON- 
DENCE WILL BE KEPT CONFIDEN- 
TIAL. ADDRESS BOX J-969, CARE OF 
HARDWARE AGE, NEW YORK CITY. 








SALES EXECUTIVE: Sixteen years’ experi 
ence. Wide acquaintance with wholesale an 

tail hardware, mill, mine and plumbing supply 
houses, chain, department store and manufactur- 
ing trade in Western Pennsylvania, Ohio and 
West Virginia. Headquarters Pittsburgh. Seeks 
new connection. Will represent established manu- 
facturer in Pittsburgh district or will take charge 
of sales of small plant, any location on_per- 
centage basis. Address Box J-987, care of Harp- 
wArE AGE, New York City. 





SALESMAN 
years old, married; 


— Experienced hardware, 35 
8 years covering territory 
including Connecticut, Metropolitan New York, 
Eastern Pennsylvania, New Jersey, Maryland, 
Delaware; desires connection with reliable hard- 
ware jobber or manufacturer. Drawing ac- 
count and commission. If sales position not 
available now would consider other duties. Ad- 
dress Box J-990, care of HarpwareE Ace, New 
York City. 








Sales or General Executive 


with unbroken record of real achievements, now 
available. Background of university, actual sell- 
ing steel and hardware products, successful 
sales management, and well-rounded ability to do 
things and do them well. At present seeking 
permanent connection with well established indus- 
try requiring new methods, vision and sound 
judgment. Address Box J-929, care of Hagp- 
WARB AGE, 239 West 39th St., New York City 














HARDWARE MAN, forty years of age, 


single, sober and industrious, thoroughly ex- 
perienced in the hardware business, both 
wholesale and retail, desires a position with 


some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-905, care of 
Harpware Ace, New York City. 





SALESMAN desires position selling to Illi- 
nois retail hardware and department store trade. 
Cover state thoroughly except Chicago, making 
all towns large and small. Have sold this trade 
for, years; am well established and have the deal- 
ers’ confidence. Am reliable and have a repu- 
tation of being an able salesman. Address Box 
J-977, care of Harpware AcE, New York City. 











POSITIONS WANTED 








EXECUTIVE — Accustomed to assuming respon- 
sibility as chief executive in the Wholesale Hard- 
ware Business for over 20 years. General diver- 
sified business knowledge. Broad understanding of 
accounting, selling and buying. Analytical type of 
mind. Sound judgment. Exceptional ability as 
an organizer and administrative officer. Unques- 
tionable integrity. Highest credentials. Can 
qualify as chief executive or general manager 
either in manufacturing or distributing mercantile 
corporation. Further full and complete informa- 
tion will be furnished at interview sought from 
principals only. Address Box J-943, care of 
Harpwake Ace, New Y City. 

















EXPERIENCED HARDWARE PERSONNEL 
with many years of training in the Hardware 
and alli industries are registered with this 
bureau. Executives, salesmen, clerks and tech- 
—, emplo ee each thoroughly experienced in 
his line. New York’s metropolitan district 
we are considered the leading employment agency 
for hardware personnel. If you require experi- 
enced help at any time, please do not hesitate 
to call upon us. We charge you nothing for 
this service. You — wan phone to receive 
prome. siento on. Add 

ASSOCIATED PLACEMENT BUREAU 

52 West 42nd Street 
Wisconsin 7-1802 New York City 








SALESMAN—Twenty years sales and execu- 
tive experience calling on paint and hardware 
jobbers and retailers in the east and middle 
west, would like to make a _ connection with 
some reliable manufacturer where there is a 
future. Can furnish best of references. _Ad- 
dress Box J-984, care of Harpware Ace, New 
York City. 


SALESMAN with nine years’ experience sell- 
ing hardware, automotive supplies and sporting 
goods in New York State desires new connec- 
tion. Have excellent record and best refer- 
ences. Age 32; married. Salary or commis- 
sion with drawing account. Personal interview 
solicited. Address Box J-988, care of HarpwaArEe 
Ace, New York City. 


HARDWARE CLERK—Thoroughly experi- 
enced in retail Hardware, Housefurnishings 
= Paints. Christian, 34 years of age, single, 

years in last position. Steady, a 
Winde Lock repairs, etc. Chauffeur’s 
cense, New York and vicinity. Address Box 
J-957, care of Hanpware Acz, New York City. 


YOUNG MAN, for wholesale hardware, New 
York City and vicinity. Four years’ experience 
as stock clerk, inside salesman and assistant 
buyer. Can furnish best references. Address 
a J-980, care of Harpware Ace, New York 

ity. 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


Every care 


No allowance will be made for errors or failure to insert. 
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The New Wrapping Sells Them 





American King Hammer, Hatchet and Axe Handles are 
selling faster than ever, because the hand shaven, air- 
dried hickory quality is unbeatable and the new transpar- 
ent display envelope presents them in a clean and invit- 
ing manner. 

Write for prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 


U. S. 


FOR SERVING AND 
PAI L STORING ICE CUBES 


AN IDEAL GIFT 


Every home should have one 


A NEW ITEM WITH A DEFINITE USE 
NEW PEBBLED PORCELAIN ENAMELED FINISH 
RETAILS LESS THAN $1.00 
ASK YOUR JOBBER 


UNITED STATES STAMPING CO. 


QUALITY ENAMELED WARE MOUNDSVILLE, W. VA. 





























For Homes, Stores, Farms and Shops 


All these and other places find Coes “Knife-Handle”’ 
Wrench ideal for general use. The Bar, Jaw, Screw 


Handle—everything in its make up is constructed to give 
It has easy adjustment and unfailing 
Sells, 


lasting service. 
grip, also ample leverage and reserve oe 
satisfies and holds trade. 7 sizes: 6, 8, 10 
12, 15, 18 and 21 in. 


Ask your Jobber. 


BEMIS & CALL CO., Springfield, Mass. 














Stock and Profit with 


“G&B QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


ELECTRO GALVANIZED 

PAINTED BLACK 
COPPER 

BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Rstablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gaug 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


WIRE ~ 
Goops 


GéB 


QUALITY 


Provucrs 


“ACME” 























An extra asset 


Mechanics who have used Nicholson 
Files are self appointed salesmen for 
these tools, telling others of their 
desirability, dependability, quality. 


This outside good will is an asset 
which automatically becomes yours 
when you sell a Nicholson File. 


At your jobber’s 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S. A. 


A FILE FOR EVERY PURPOSE 














DOMES Best sellers for 22 
years. Nationally 
known. Seven 
OF sizes: 3%", %", 
4”, 4", H", 
1%”. New 1%” 
SILENCE size for very heavy 
arg nae 

° ok ” retai 
Insist on the at 10c. set of 4. 
G ° 1%” 15S¢., and 
enuine — ae “. ai set 
of 4. acked as 

Look for aoe in 119 
2 ispl A - 

Name Inside =a 
Each Dome =m cae in goes a ae Le = 
” in a carton; ” an — sets in 

Ask Your a carter also butt jacking 290 sete 

to %” in a carton; a Pr sets 

Jobber in a carton. 
s 8 - 7 
Domes of Silence, Inc., S5,"FARU ST. 
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UNCLE JOE AND JOHNNY 


If little Johnny is going to get 
“just what he wants” from 
Uncle Joe on December 25 you 


















should order your Christmas 
toys now. Boys like Johnny 
want action—--guns like our 


Vacuum Tip Arrow Pistol. A 
~ harmless game for indoors and 
; out...complete with pistol, rub- 
ber tipped arrow and target 
ready to please boys like 
Johnny, so order today 
from your jobber or 
direct, and be 
ready when 
Uncle Joe calls. 


Complete 
details on request 


~The ELASTIC TIP COMPANY 


370 ATLANTIC AVE. BOSTON , MASS. 


The symbol of 
quality in chain 


There is an 
industrial, f 


—in bulk specialties. 

Conce! on this profitable quality 

line. Made by the world’s largest man- 
ufacturer of welded and weldiess chain. 

AMERICAN CHAIN CO., Ine. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Cheins. 


ae Chain for every 
bome 
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HIS Osborn No. 4360 Wall Paint 
Brush Assortment gets SALES AC- 
TION! And why not? 


First — the attractive display box with 
the bright orange and black lacquered 
handles of the brushes demand ATTEN- 
TION. 


Second—the glistening black Pure Chi- 
nese Bristle (vulcanized in rubber) 
makes one want to FEEL it. 


Third—the inquisitive buyer grasps the 
handle of a brush and senses its BAL- 
ANCE. 


5401 Hamilton Avenue 














No. 4360 Wall Paint Brush Assortment 


Suggested 
Quantity Width Length Retail Price 
12 34" 34" 60c. each 


Values Make Sales 


Fourth — one glance at the price — 60 
cents—and the sale is made. 


Osborn offers three other equally strik- 
ing VALUES in brush assortments mak- 
ing four in all: 


No. 4360 Wall Brush Assortment (il- 
lustrated above) 

No. 4530 Varnish Brush Assortment 

No. 1933 Varnish Brush Assortment 

No. 1773 Wire Scratch Brush Assort- 
ment 


Ask your jobber or write us for complete 
information. 


JHE OSBORN MANUFACTURING COMPANY 


Cleveland, Ohio 


Sales Branches: New York, Detroit, Chicago, San Francisco 


Om 
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know 


Kope 


J 


i ound for rope. 
i reat proving gre a 
ve i o acme which is a “od 
; ae o pots from the svat ha 
Seams ishment than any eee 
tet orem most waters, for ig ni 
“ln noes last through a single owl 0 
“a a and notice the service re 
the letter 
Columbian Buoy Line. 


ill give the 
ose will give 
i r any other purp sao 
eaten aie: Sell your a 
kind cana fishermen recommend. 
kind o 
Tape-Marked. 


Y 
COLUMBIAN ROPE COMPAN 


352-80 Genesee Street . 
Auburn, “The Cordage City,” N. Y. 
u , 


Orleans 
New York Chicago Boston New 
Branches: 


COLUMBIA 


Fishermen 

















CHARLEs F. Gup 
MARIN 


TARDWare 


FALL Co. 
708b ERG of 


SHIP CHANDLERY AND FISHING 
™. 


SUPPL ig 





STREET 
r 


PORTLAND, Watw 


March 15th 1932, 
Solumbian Rope co. 
Ommerci a} Wharr, 
Soston,Maga. 
3entlemen , 

We have hada Very bigh S0apliment Pald the 
Columbian Rope Manila Buoyling and we are 
with Sane, 


Pleaseg to 8cquaint you 
One of the Oldest beternan in our territory and 
who hag Used ang ie Scquainteg With al) the 91fferen: makea of 
Mani le Ri » boughs hi Buoyline fo hie lobster traps of us last 
7°&ar and Jesterday infor, ed ug hat he had ¢ @ best S8ucceag with 
@ Colu, 8n Rope than he had had With Y Other make .in fact 
"@ saig that he 4148 no have to re-new it fi the 6 tire year, 
Which aye. Tather unueal, 
Peeling that you desire to get reports ag to how your 
Tope ig taking “ith the trade, ang what they Bay Ut it we e 
Pleased to hang YOu the above favorable oO nt 
We can 8180 sare 
Marint 


©n your Buoyline. 
ly 84y,that i 
Supplies we 


" our long Xperience as Jobberg or 
never bandleq 8 Rig, ing that vi 
84 tigfection 88 to 94ality ang Wear 
in recommend ng it to the 


tter 


any 
° And we Slways have °Onfidence 
lobstering 8nd fi eh; i try, 


mm 
"@ indus 
With Beat Wishes, 


We remain, Reapy, Jours, 
CHAS. fF, Gurr, co 
é MANNING 
THOMPSON 


MSSignees 


por V EW 2eaeg 


sta ROP 





























